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The modern Virginian is alert, informed, well entertained. 
And WMBG, with its 23 years of progressive broadcasting, 

its world wide NBC coverage, has helped to mold him that way. 
Now WTVR, the South's first television station, daily 

enlarges his horizon. Thus do the Havens and Martin group- 
First Stations of Virginia— serve their millions. 




Havens and Martin Stations, Richmond 20, Va. 
John Blair & Company, National Representatives 
Affiliates of National Broadcasting Company 
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First 5 agencies 
have big TV 
departments 



Recorded shows 
hit new high 
in sales 



N. Y. youngsters 
place "Howdy 
Doody" first 
in radio-TV 



WLW now in 
sports promotion 
business 



Farnsworth first 
manufacturer to 
feel pinch 



Each of first five advertising agencies in billing, J. Walter Thomp- 
son, Young & Rubicam, BBD&O, N. W. Ayer, and McCann-Erickson, have 
important TV departments and TV billing. It's necessary to go to 
agencies under fifteenth in billing rank before finding one inactive 
in television. 

-SR- 

Sales by transcription firms of programs during January reached a 
new high, with practically all firms in field sharing some of in- 
crease in business. Need for aggressive selling by retailers is 
said to be important factor in sales increase. Bruce Eells hit his 
highest station subscriber total since he started, with most of sta- 
tions having sold to sponsors all three programs his service is 
delivering. 

-SR- 

Number one kid show in New York area is a TV presentation, not a 
radio program, according to Hooper. "Howdy Doody" was rated 3.9, 
with the second broadcast juvenile, "Jack Armstrong," hitting 3.6 
In important Tuesday night 8-9 p.m. period, Milton Berle's program 
rated 11.2, with only one broadcast program higher, "Mystery Thea- 
ter" with 13.2. Ratings are New York City Hooperatings for Decem- 
ber-January. 

-SR- 

WLW has followed lead of CBS (Tournament of Champions) and is now in 
sports promotion business. Sports corporation of Crosley Broadcast- 
ing is known as Telesports, Inc., and will promote all forms of ath- 
letic endeavor both for radio and TV as well as live audience 
enj oyment . 

-SR- 

Although Farnsworth Radio and Television Corporation came into being 
because Farnsworth was a TV pioneer, it's the first radio-television 
manufacturer of any size to feel the pinch of not getting into TV 
production fast enough. Fact that 33'is and 45 rpm home records have 
been brought onto market has complicated manufacturing of its Cape- 
harts (quality radio and record player combinations), and has stop- 
ped consumer purchase of combinations sans TV in the over $500 
price range. International Telephone and Telegraph Corporation 
will no doubt absorb Farnsworth, having its eyes on a suitable TV 
manufacturing subsidiary for some time. There'll be other manufac- 
turer failures during the next 12 months. TV manufacture requires 
huge financial resources unlike radio set production. 
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Competition 
for soap 



TV set ownership 
hits high mark 
throughout U. S. 



Credit losses 
on increase in 
broadcasting 



Berle tops 
E.Q. rating 



Congress expected 
to advocate end 
of clear channels 



Growing sale of synthetic detergents, which is expected to reach 
one billion pounds by 1952, will bring new important names to house- 
hold cleanser field. Soap manufacturing firms do not control the 
raw materials for detergents, and the firms that supply materials to 
soap manufacturers are thinking of going into the business them- 
selves with their own trade names, etc. One chemical house has 
reached the stage of talking broadcast advertising with its agency. 

-SR- 

Indicative of how television is growing are 1 February set-ownership 
figures in St. Louis (21,000), Cleveland (25,000), Washington 
(34,200), Cincinnati (15,000), and Boston (45,120). New York, 
despite other reported estimates, has passed half-million mark. 

-SR- 

Crying need, now that failures among advertisers are on increase, is 
for broadcast advertising industry to set up an agency recognition 
bureau, as part of the National Association of Broadcasters, or as 
an independent organisation. Increase in credit losses is said to 
have been 20^ in past six months. 

-SR- 

Audience Research, Inc., which audits E.Q. (Enthusiasm Quotient) 
ratings of radio and motion picture personalities has added TV to its 
rating service. In its first TV E.Q. evaluation Milton Berle hit 
92% (of a possible hundred), while Arthur Godfrey hit 80%, as did Ed 
Sullivan. Bert Lytell hit the bottom of the first-ten E.Q. list 
with 42. 

-SR- 

There's every indication that Congress will take some action on 
clear channel question, or recommend that the Federal Communications 
Commission itself break down most of clear channel stations still 
operating. Stations first to lose clear channels will be those 
located on West and East coasts. Stations in farm areas that need 
coverage from remote points may be permitted to occupy clear wave- 
bands for some years to come, but eventually, say senators who have 
studied the problem, all clear channels must go. 



CAPSULED HIGHLIGHTS 

IN THIS ISSUE 

The BMB Dilemma is the industry's greatest current 
research problem. How the second study may avoid 
'he mistakes of survey number one is reported in detail on 

page 19 

Not all stations merchandise, but those that do set 
an amazing pattern of results. page 22 

TV in the daytime is a great cry tal-ball game, yet 
mi . ,r\'j are being invested in it to develop a formula. 

page 24 

Twenty-five percent increase n less than one year 
through a program is only the beginning of the Speidel 

page 27 

Seven more farm results page 26 

Transcription producers' lives are not always happv 

jnc The reasons why are on page 28 

2 



Good community relations can be achieved by radio. 

page 32 

Will sock-selling kid broadcasting return through 
TV? Mr. Sponsor asks, and top program producers 
answer. page 40 

IN FUTURE ISSUES 

The status of audience mail 14 March 

Making a TV newsreel, with three pages of pictures. 

14 March 

La Rosa — a bilingual success 14 March 

You can't do business with Argentina 14 March 
NAB Evaluation by sponsors and agencies 11 April 
How a network research department functions 

25 April 

Folk music sells 25 April 
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ONE does it in Mid-America 

ONE station 

ONE rate card 

ONE spot on the dial 

ONE set of call letters 

50.4)00 WATTS 

DA YTIME-Non-DircctUmnl 
lO.OOO WATTS NIGHT 

-mo he 

National Representative: John E. Pearson Company 



Naturally, the lower the cost per 1000, the better! 

A perfect example of loir cost per 1000 coverage is KCMO, 
Kansas City's most powerful station. It brings you listeners 
at a low cost per 1000 because of... a powerful, far-reaching 
signal . . . warm, Mid-America styled programming that 
people like to listen to . . . and reasonable time rates! Inside 
KCMO's measured \i mv. area are 5,435,091 potential 
listeners ... in 213 farm and factory rich counties. If you 
follow the rule of low cost per 1000 .... you'll buy KCMO 
in Mid-America! 



( 




and KCFM . . . 94.9 Megacycles 
KANSAS CITY, .MISSOURI 

Basic ABC for Mid-America 
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BREAKING IN THE BROKERS 

We read with glee your aitiele 
liroadcasting and the Broker on page 
26 of jour 31 January issue. 

We have been trying to hrcak the 
hrokers in Los Angeles into radio and 
television for several weeks with a 
series of edueational letters and direct 
mail pieces. The article referred to 
could liel]) us a great deal, and we 
would like your permission to use -it 
and reproduce it, or purchase 65 re- 
prints on the article. 

Incidentally, .sponsor's continuing 
editorial achievements are read with 
interest throughout our ofliee and are 
a source of much good material as 
well as information. 

William 1'. Lester 
Slcllcr, Millar & Lester 
Los Angeles 

O Neither copies nor reprints are available, so per- 
mission to reprint the story in its entirity was j;ivcn 
Mr. Tester. 



FARM SERIES 

In some of your more recent issues 
\ou have hecn carrying a scries of . 
five articles on the listening habits of j 
people in rural communities!. We have 
l'arts 2. 4. and S. hut are unable to 
locate our copies of sponsor in which 
the other parts were run. Therefore, 
will you please scud us a copy of the , 
issues which carry Parts 1 and 3. 

We have found these articles ver\ 
Worthwhile and would like to retain 
the eoniplt te series in our reference i 
file. 

II. W. Cai.veht. v. p. 
'Aim mer-Keller 
Detroit 



Our Kami Director. Clair Sliadwcll. 
has expressed great interest in vour 
scries of farm research articles appear- 
ing in sponsor. It appears that our 
four issues preceding ihe January 17. 
1919. issue (fifth in the series I have 
been mislaid. We would greatly ap- 
preciate your forwarding tin; issues in 
which ihe.-c fust four articles appeared, 
in order lhal Mr. Shndwell mat ha\e 
I he complete scries to date. 

A l,LE\ W \N N \ M AK ER. 
General Manager 
WGTM, Wilson, N. C. 

6 SPONSOR rciTivrs runncrnns rctjncMs for miss- 
tiiK issues of i !» various storu-s- in-strics. Tlicsf arc 
supplied suhfuribcis whenever possible. 



MAKE 

More Sales 

in the MIGHTY 
MEMPHIS MARKET 




WITH 



WHBQ 



56 



FIRST ON 
YOUR RADIO 



in Memphis, Tennessee 
5.000 WATTS 
20 TIMES MORE POWERFUL 



Million More 
Listeners' 



Mr. Time Buyer; 
Here are the 
Vital Statistics 

* Population served by 
WHBQ — 2,544,500 

* Retail Sales $132,251,500 
■k Radio Homes 551,353 

BMB and Sales Management Figures 
Write, Wire or Phone 
for Availabilities 



MUTUAL \H /WEWPMtS * 



Represented by 

THE WALKER CO. 



LEMME 

IN/ 

says so/ 




X YOU KNOW WHO WE MEAN 



CENTRAL LOUISIANA'S 

FASTEST GROWING STATION 

Mutual Broadcasting System 

Soon 1000 W — 970 KC 

All programs duplicated over 
KVOB-FM at no extra cost 

W. H, Dick. Gen. Mgr. 

National Representative: Continental Radio Sales 




"I see complete 
netwo rk - station 
coverage at 
considera bly 
lower cost!" 

Combine the hi^Ii acceptance of ABC 
programing with top-calibre local 
show's broadcast from towers planted 
in the heart of Rhode Island's most 
populous area . . . then check the rate 
cards. It's the answer to a time- 
buyer's prayer ! 



IN RHODE ISLAND 
THE BUY IS 




WAUACE A. WAIKER, Gen. Mgr. 
PROVIDENCE, The SherolonBiltmore 
PAWTUCKET, 450 Mom St. 



Representatives: 

AVERY-KNODEL, INC. 



■Vcw «IovHo|mim»iiIs on SI'OXSOH slories 

See: "Give-Aways: They're a big business" and 
"Telephonitis" 

IsSUe: May 1948. p. 33; June 1948. p. 38 

Subject: Has the use of give-away shows in net- 
work, selective radio and in TV in- 
creased in the past year? What about 
the use of telephone give-aways? 

'I horn will l>c 307< more network give-away shows on the air 
during Mareli, 19 VX than there were during the same month in 
191!!. There will also he \0-()0'" ( more give-away shows in loeal 
radio and in television. Although much of the controversial furor 
concerning these .-hows (which now hand out a daily average of 
some .■f27,.)00 worth of cash and merchandise prizes) has died down, 
they have proved themselves to he more than a temporary trend. 
Rather, they are heconiing an integral part of national and selective 
programing for hoth radio and the visual medium. These arc com- 
parative network figures: 



increase in Give-Away Shows 





8 a.m.-4 


p.m. 


4 p.m. -6 p.m. 


6 p.m 


-12 m. 






5x wk 1 


wkly 


5x wk 1 wkly 


5x wk 


1 wkly 


TOTAL 


March. 1949 


12 


2 


1 3 


0 


17 


35 


March. 1948 


9 


2 


1 3 


0 


12 


27 



The increase has been greatest during the nighttime hours, and 
is keystoncd by the phenomenal success of the ABC-Lou Cowan 
Stop The Music. Other shows followed, although some — like Mu- 
tnal's Lucky Partners and Three For The Money — were failures, 
due mostly to lack of originality and basic entertainment in their 
formats. Two of the better-known give-away shows, Professor Quiz 
and Heart's Desire, disappeared from network radio during the past 
year. Quiz (now c.t.'d for General Foods in 23 markets) was 
changed because the sponsor, American Oil. wanted a music show. 
Desire got the axe when the advertiser, Philip Morris, decided to 
shift more money into nighttime programing, since they already 
hnd another daytime give-away (Queen For A Day). 

As a corollary to the 12-inonlh increase in give-away shows, 
there has been a sharp upswing in the use of the telephone as an 
integral program device. A year ago. only one program (Truth Or 
Consequences) was casdiing in nationally on the increased ratings 
that come from a well-planned, well-promoted telephone give-away. 
Six nighttime and one daytime give-away shows today feature long- 
distance calls as a regular or periodic portion of their format. 

Adding a telephone jackpot to an existing give-away show does 
not, however, alwaxs in.-nre success. F.versharp. bankrollcrs of 
'Take It Or Leave It, added one to their standard $64-qnestion format 
recently. It flopped, and was withdrawn after one night's broadcast. 
The Toni Co. a few months previous, had tried the same thing on 
Give And Take. It didn't click there, cither. Both sponsors learned, 
after both studio audiences and listeners complained via the mails, 
that it was considered an intrusion into the entertainment factor of 
the program by those who had developed a listening habit for the 
show just as it was. The telephone give-away works well for shows 
like Stop The Music, Truth Or Consequences, and Sing It Again 
only because it fits smoothly into the existing format and is well 
promoted, or because the show is built around it from the very 
beginning. 

The audience participation program with an important give-away 
slant makes an ideal television program. When it's possible to see 
the contestants sweat and the prizes tlicj lose, it's far more enter- 
taining than just hearing a broadcast give-away. While TV has 
held hack on presenting many give-aways, they're hound to increase. 
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New and renew 



New National Selective Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS 



CAMPAIGN, start, duration 



Itenrus Watch Co 
Block Drug < o 

. .-1 

Chrysler Corp 



Watches 


J. I>. Tarcher 


20-30 




(N'.Y.) 


Adding tn current campaign) 


Anun-I-Deiit 


( ecil & I'reshrcy 


Indef 




(A.I.J 


' Sj ■) 1 1 r imn.iii'n) 
\ ±\ till i iiiii|riiiK 11 f 


1*M» Chrysler 


MrCann-Kricksun 


Indef 




(N'.Y.) 


(Denier co-op) 


i$49 DeSotn 


ItHD&O (N'.Y.) 


75-100 






(Natl campaign) 


1949 Dodge 


UulliraufT & Kyan 


Indef 




(N.Y.) 


(Nail campaign) 


19 iy Plymouth 


N.W. Aver (N.Y,) 


t0-«0* 




(Natl campaign) 


Hostess Cakes 


Ted Hales 


Indef* 


(new products) 




(Test campaigns in Midwest) 


1949 Ford 


J. Waller 


75-100* 




Thompson (N.Y.) 


(Adding to current campaign) 


Seat covers 


Bennett, Pelesch & 


11 




O'Connor (Chi.) 


(Test campaign in Midwest) 


Shoe Polish 


Hermingham, Castle- 


20-30* 


(AlUite) 


man & Pierre 


(Seasonal campaign, moving 




(N.Y.) 


norl h ward) 


1919 Hudson 


Itrooke. Smith, 


Indef 




French & Dorranre 


(Natl campaign) 




(l)etr.) 




Various canned 


Maxwell Dane 


24* 


meats, etc. 


(N\Y.) 


(Limited natl campaign) 


Parker "51 " pen 


J. Walter 


Indef 




Thompson (Chi.) 


(Dealer co-op) 


Bonus Snap Flakes 


Cnmpton (N'.Y.) 


10-15* 




(Eastern mkts test campaign) 



Time spot*, break**; Feh-Mar; 13 
wks 

E.t. spots, breaks; Keh 7; 13 wks 



Chrysler Imp (DeSoto Div) 
Chrysler Corp (Dodge Div) 
Chrysler Corp (Plymouth l)h 
Continental Itaking Co 
Ford Motor Co 
(ilostex, Inc 
(.'riffin Mfg. Co 

Hudson Motor Car Co 

H 5 grade Food Products 
Parker Pen Co 
Procter & Gamhle 



Station lint net at present, although more way be added later. 
(Fijty-tua neeks generally meant* a l.1-ir>ek contraet irith options for 3 
vi any 3 3 -week period) 



"Animal World Court" 5-inin e.t.'s 
MTWTF as sched; Feh-Mar; in- 
def 

K.l. spnts, breaks; .Mar I; 4 wks 

E. I. spots, breaks; Mar 1-1".; 2- 1 

wks 

K.l. spots, breaks; Mar 2; 3 wks 

F. t. spots, breaks ; Feh-Mar; 13 
wks 

K.l. spots, breaks; Keh 21; I wks 

Various 15-min local prgms as 
sched; Feh-Mar; 13 wks 

K.t. spots, breaks ; Feb-Mar; sea- 
sonal 

K.t- spots, breaks; Mar-Apr; 2 wks 



"Deems Taylor Concert" e.l.'s: Jan 

lfi-Mar 1 1 13 wks 
E.t. spots; Feh-Mar; 2-13 wks 

E.t. spots, hreaks; Feb 5: 6-v wks 



wurrrwir. U-n-wk nnenttU. IV» subject to cancellation at the entt 



New and Renewed Television (Network and Selective) 



SPONSOR 



AGENCY NET OR STATIONS 



PROGRAM, time, start, duration 



Atlantic Kenning Co 
I1B Pen Co 
Benrus Watch Co 
Hoylc-Midway MM Inr 

(Wizard Wick deodorizer) 
Bristol-Myers Co 

(Ipana) 
Celanese Corp of America 
Celomate Corp 

(Vu-Scope TV Lens) 
Charles M. A. Eaton Co 

(Eaton Shoes) 
Electric Auto Lite Co 
Kurd Motor Co 

(Lincoln-Mercury Div) 
General Foods Corp 

(Sanka) 
General Motors Corp 

(Oldsmohile Div) 
General Time Instruments 

Corp 
Gulf Oil Co 
llandmarher-Vo£el, lnc 

(women's suits) 



N. W. Ayer 

Footc, Cone & Beldinir 

J. D. Tarcher 

W. Earl Bothwell 

Doherty. Clifford & 

Shenfield 
EllinKton 
Tracy-Kent 

Ford, Nichols & Todd 

Ne well-Em melt 
Kenyon & Eckh;mll 

Vouni; & Kuhicam 

D. T, Brother 

BBD&O 

YounK & Kuhicam 
/an Diamond 



WCAU-TV, Phila. 
WNBT, N.Y. 
WBhU, Chi. 
KFI. TV, L.A. 

WCliS-TV, N.Y. 

WENK-TV, Clii. 
WAIJD. N.Y. 

WN'BT, N.Y. 

CBS-TV. net 
WXYZ-TV, Delr. 

CMS-TV net 

CBS-TV net 

WCAU-TV, Phila. 

CBS-T\ net 
KTLA. L.A. 
WMAL-TV, Wash. 
WENK-TV, Chi. 
KSTP-TV, Minn. 
KSD-TV. St. Louis 
WLWT. Cinci. 
WKWS, Cleve. 
K1MX. San Fran. 
KUSC-TV, Seattle 
WNAC-TV. Bosl. 
WJHK-TV, Detr. 
WIIAL-TV, Ballo. 
WTMJ-TV. Milw. 
WSPK-TV. Toledo 
WDSIT-TV, 
New Orl. 
KI.EE-TV. 
WAVE-TV 
WBAP-TV 
WSB-TV. Atlanta 
WBEN-TV, Buff. 
WN'BT, N.Y. 
K •> L-TV. S.L.C. 
WPIX, N.Y. 



Film anncints; Jan 2K; fi wks (n) 
Film spots; Fell 4: 52 wks (n) 
Film and slide time anncmls; Feb 7; 52 wks (n) 
l'arlic in "Come Into The Kitchen" once wkly as sched; Jan 22; 
13 wks (n) 

Lucky Pup; TuTh 6:30-6:45 pm; Mar 29; 13 wks (n) 

Film spots; Mar 17; 8 wks (n) 
Film spots; Feh 2; 13 wks (n) 

Film parlic in "Easy Does It" Mon as sched, also Wed nite as 

sched; 13 wks (n) 
Suspense; Tu 9:30-10; Mar I; 52 wks (n) 
Weather spots; Feh 2; 13 wks (n) 
Film spots; Feb 2; 52 wks (n) 

The Goldhems; Mon 9-9:30 pm; Mar 2»; 52 wks (n) 

Doug Edwards «: the News; TuTh 6:30-6:45 pin; Fell 21; 52 
wks (n) 

Film spots; Feh 5; 13 wks (n) 



We The People; Tu 9-9:30 pm; Fell 2 
Film spots; \ arious starting dates 
wks (n) 



52 wks (n) 

betw Feh 2,i-Mar 



21: 



Film weather anncints; 
21; 9 wks (n) 



% arious starling dales betv* Feb 2s-Mai" 



Houston 
L'ville 
Dallas 



News of tht 
wks (n) 



Hour; 3 times weekly as sched; aht Mar I; » 



• III iir.vf i'.vmi.'; Xvir ami Itvnvn vtl on XetU'tn'ltM. Sponsor I'rrsonin'l flum ?/«•*. 
Xtitiuitul Hrtmdnisl Salt's t]xvt-miiv i'litiiujvs. Xt*w Atjfin-ij Apimintmt'HtM 



New and Renewed Television (Con«. nu .d) 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start duration 



Household Finance Corp 
Lee Hat Co 

(Djgney Hats) 
Lehn & Fink Products Corp 
Philip Morris & Co 
Motorola, Inc 
N'ash-Kelvinator Corp 

(Kelvinator Div) 
National Biscuit Co 

(Cereals & Dog Foods) 
Pioneer Scientific Corp 

(Polaroid TV Filter) 
Schonbrunn & Co 

(Savarin Coffee) 
Scott Paper Co 
Sinclair Kenning Co 

Textron, Inc 
Weiss & Besserman, Inc 
(Youngstown Kitchen 
units) 

Whitehall Pharmacol Co 
* Kolynos etc.) 



I.ellallj 
Grey 

Lennen & Mitchell 
Biow 

Gourfain-Cohh 

Geyer, Newell & Ganger 

Young & Kuhicam 

Cayton 

Gumbinner 

J. Walter Thompson 
Hixson-O'Donnell 

J. Walter Thompson 
Byrd, Richard & Pound 



CltS-TV net 
WDSU-TV, New O 

WAItn. N.Y. 
CBS-TV net 
NBC-TV net 
WBKB, Chu 

WCIIS-TV, N.Y". 

& CBS-TV net 
CBS-TV net 

WI'IX, N.Y. 

CBS-TV net 
WMAL-TV. Wash. 

XBC-TV net 
WP1X. N.Y. 



Backstage With Barry; Tu 10-10:15 pm; M»r I; 26 wka (n) 
Disney News; Sun 9-9:15 pm; Jan 21; 13 wka (n) 

Film spots; Feb 22; 26 wka (n) 

Preview With Tex & Jinx; Mon 8-8:30 pm; Mar 7; 52 wka (n) 

Believe It Or Not; Tu 9:30-10 pm; Mar I; 52 wka (n) 

Film spots, hefore and after Chicago Cuba games as sched; April 

19-Oct 2 (season) ; (n) 
Dog Show from Madison Square Garden; Feb 14 & 15 as sched 

(n) 

Pioneer polaroid Magic Show; Wed 7:45-8 pm; Feb 16; 13 wka 
(n) 

Film partic in "Drawing Game"; Son, betw 7:50-8:25 pm; Feb 
13: 13 wks (n) 

To The Queen's Taste; Th 8:15-8:30 pm; Feb 10: 52 wka (n) 
Wrestling Matches; Wed 9-11 pm; Mar 23: 7 wks (n) Time 

anncmts; Feb 6; 52 wka (n) 
The Ilartmans; Sun 7-7:30 pm; Feb 27; 52 wks n) 
Film spots; Feb 25; 13 wks (n) 



Dancer -Fitzgerald-Sample CBS-TV net Mary Kay & Johnny; Wed 9-9:30 pm; Feb 23; 52 wka (n) 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Frederic W. Ayer 
Hartford K. Rain 
Hubert Marker 
David Hibernian 
Irwin \V*. Jtusse 
O. Lee Clark 
Brice Disquc Jr 

Chester II. Duel..* 

Howard K. Eaton 
Earl Kklund 
Hutchinson K. Fair man 

Fred II, Fidler 
Martin Fritz 
Boland (.illctt 
Kdward Greenherg 
liichard N. t.ulick 
Jerome It. Harrison 
Herbert II. Hyman 
Harry ,M. Ireland 
Kile? Jackson 
Walter Jensen 
Don C. Johnson 
Henry ( . I,. Johnson 
It. Joseph Kirkltch 
Frank M, Knight Jr. 
Leona L. LaPellc 
George Lewis 
George It. Lyon 
Bod Macllonald 
George Patton 
Russell Pierce 
Milt Rosen 
Tom A. Boss 
Hilary A. Sadler 
/on abellc Sa in so n 
Koy Shannon 
ltutl Stapleton 
Itob St ruble 
r>onald F. Therkolsen 
J. Van Vclsun Smith 
]><-anc Weinberg 
J. Kenneth White 
Ralph II. Whit more 
Arthur L'. Wible 
l.ohrrt Wonlson 

Freeman Young 
Robert Zelcns 



Flint, V V. 

Herald Tribune, N. V., prom dept 
Barrett Equipment Co, St. L., adv mgr 
Spiegel Inc, Chi., sis prom mgr 
Compton, N. Y., mgr radio dept 

\ ick Chemical Co (Vick Itrands div), N. Y., 
adv mgr 

Community Chest, L. A. 
BBD&O, N. Y. 

J. Walter Thompson, S. F., par rorut mgr 
J. Walter Thompson, Chi. 
CBS. N. Y., TV producer, dir 
Gelles, N. V. 

French &. Preston, N. Y., vp, radio. TV dir 

International Latex Corp, N. Y. 

Compton, N. Y. 

WABD, N. V., Tv dir 

Packard & Packard, L. A., arct exec 

McCarty, L. A. 

Kheem Manufacturing Co, N. Y.. adv. pub rel dir 
WFIL, I'hila. 

MitS, N. Y., explnitalion dir 

Botsford, Constantine & Gardner, S. F. , media dir 
Makeliin, Il'wood. 
Pierce, Threlkeld, S. F. 

LockHoori'Shackclford, L. A., arct exec 

Swift & Co, Chi. 

Ilonig-Cuoper, S. F. 

Roy Shannon, St. L., head 



Wiley, I "razee A Davenport, N . Y., acct exec 

Federal, N. V., acet exec 
Allied, L. A., arct exec 
McCann-Kricksnn, N. Y.. trallic mgr 
Mac Wilkin*, Cole & Weber, Seattle, copywriter, 
newHwritcr 

Lever Bros Co, Cambridge Mass.. adv dept 



Keingold, Boston, radio, TV dir 
Kayton-Spierto, N. Y. , acct exec 

Hewitt, Ogilvy, Benson & Mather, N. Y., media dir 
Douglas D. Simon, N. Y., head TV dept 
Charles W. Bulan, St. L., acct exec 
Harry J. Lazarus, Chi., acct exec 

Marschalk & Pratt, N. Y., in contact, writing capacity tin 

Standard Oil Co., N. J., Philharmonic broadcast* 
Wiley. France & Davenport, N. Y., vp 

Simmonds & Simmonds, Chi., acct exec 
Frank Wright N'ational, L. A., acct exec 

Hewitt, Ogilvy, Benson & Mather, V. Y., exec on Sun Oil 

Co acct 
Same, vp 

Buchen, Chi., media dir 

Young & Kuhicam, N. Y., TV superv 

Van Diver & Carlyle, N. Y., acct exec 

A. W. Lewin, Neward N. J., vp, acct exec 

Charles Dallas Beach, N. Y., radio, TV superv 

Hershon-Garfield, N Y., acct exec 

Doherty, Clifford & Shenfield, N. Y., acct exec 

Mogge-Privett, L. A., radio, TV dir 

liarton A. Stehbins, L. A., acct exec 

BBD&O, L. A., acct exec 

Benton & Bowles, X. \. t aeet exec 

llroomficld-Podmorc, Trenton N, J., acct exec 

Grcsh & Kremer, Phila., radio, T\ dir 

Yardis, Phila., acct exec 

F. Darius Ifcnliam, N. Y. , radio dir 

Fuller & Smith & Boss, N. Y., mgr media dept 

Robert B. Young, S. F., acct exec 

Kochc-FJckhoff , Il'wood., aeet exec 

Ahhott Kimball, L. A., vp, acet exec 

Dean Simmons, L. A., acct exec 

Irwin-Mcllugh, Il'wood., acrt exec 

Bonsili, Fort Wayne, Ind., acct excr 

Biow, S. I\, tirnebuyer 

Simmond* & Simmonds, St. L., acct exec 

Barlow, Syracuse, N T . Y., superv prodn radio, TV adv 

Jordan L. A., radio dir 

Erwin, Wasey, Mnpls., radio dir 

Will in in von Zehle, N. Y., acct exec 

Itrisacher. Wheeler, S. F., timehuyer 

Biow, N. Y. t acct exec 

Smith, Bull & MrCrcery, I.. A., acct exec 
Same, acct exec 
Same, radio dii 

Kenyon X Okhardt, N. V.. acct exec 
Ifh ii W. Shaw, Chi., head TV dept 



Station Representation Changes 

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE 



liCDM TV. Stockton Calif. 




lllair TV 


KI.I-1K, Houston 


Independent 


Walker 


KDPP, llgilrii ('. 


1 n do pendent 


Kricdenlicrj 


KSIII. Sail Jose Calif. 


Independent 


Kricdcnliurg, Kast only 


KSJD-I'.M. San .lose Calif. 


Independent 


FricdcnliurR, KaM only 


TIKI', San .!■■»<■ Costa Itica 


Independent 


Pan American. U.S.. Canada only 


WIINT. ( nil! mini. II. (TV) 




lllair TV 


WIIAI, l.n. nliili] Mass. 


MILS. Yankee 


Walker 


WIIWI, Orlando II". 


A IIC 


It a -Tel 


WII..M, WilmiiiKton Del. 


AIM 


Hulling 


WJAS. PiIIbHk. 


cits 


(•corKc 1*. llulliiiEbcrry 


W.IAX-TV. Jacksonville Fin. 




lllair TV 


W'.I/.M, Clarksvillc Tenn. 


MKS 


Rural Uadio 


WIINK, llavton II. 


1 ndepeiidcnl 


lleadley-Ueed 


WIIIIZ, Orlando I'll. 


Mil 


Itolicrt S. Keller for ypec sve 


WOW-TV. fliiiiiha 




lllair TV 


W.MMI, North Adams M a <>. 


Independent 


W. S. Grant 


WTIK, Durham N. I . 


Tobacco 


I'orjoe 



IOWA HOMES HAVE 



RADIOS EVERYWHERE! 




if 



18.1% 

-HAV-E- radio 
in Bf ORpOM 



I 



OR. 

BfrDROOMS 



70.2%-hAy+- 
-a i^adio in 
LIVING RPOM 





3.7% 
inBAT^or, 



30.4% 

IN 

KITOHf-N 



16.3% 

IN 



5.7% 



DlMING^pOM f^DIO ABOUT 



i 



ova home radio acta are it cd in al- 
most cwry room. In other words, Iowa 
radio listening is u positive part of 
family life — is far more than just an 
incidental attraction for leisure hours! 

The 1948 Iowa Radio Audience Sur- 
\ey* reveals the following ahont the 
location of Iowa radio sets: In the 
*)i\.0% «f Iowa's radio-equipped homes. 
70.2% of the families have a radio in 
the living room. 30.4% have one in the 
kitchen. 18.1% list "hedroom or hed- 
room*,** 16.3% have one in the dining 
room, and 18.2% have sets that "mine 
a hum.** 

The 1948 Edition of the famed Iowa 
Radio Audience Survey is full of such 
ha ekgromid information in addition to 
statistics about station and program 



|in»ft*rcttw», ell*. Wril<» for your com- 
plimentary ropy of this Eleventh Million 
today. Or ask Frr-e Peters*. 

*The 1948 Iowa Radio Audience Survey is a "must" 
for every advertising, sales, or market ing man who is 
interested in the Iowa sales-potential. 

The 1948 Edition is the eleventh annual study of radio 
listening habits in Iowa. It was conducted by l>r. t-\ 1,. 
Whan of Wichita University and his staff, is based on 
personal interviews of 9,22-1 Iowa families, scientifically 
selected from the city, town, tillage and farm audience. 

As a service to the sales, advertising, and research 
professions, WHO will gladly semi a copy of the 191^ 
Survey to anvone interested in the subjects covered. 

WIKI® 

*for Iowa PLUS + 

Des Moines . . . 50,000 Watts 

Col. 1$. J. 1'iilni. r, l'r<-M<lrnl 
/T*"\ 1*. A. l-oyci, llesiilpiit 3I.hi. <fj<T 

Fit EE * PETERS. INC 

Nnlionnl K«'|»rt*s« , iilativ<>-i 
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ON THE HILL 



Insurance all night 

Insurance -Indies ret enth mode in BinglHimlon have 
amazed Washington insurance associations l>y repealing 
llial millions of insurable prospects haven't been sold 

because lhe\ haven't I n reached, either hy direct soliei- 

lation nr advertising. Task force of 2 ( ) insurance under- 
writers sold S2<">.~>. (>()!!.()() insurance in one night after 
10 p.m. in upper New ork state town. Result: a number 
of insurance companies will use liruadeast advertising on 
all-llight programs to reach the man and woman who 
aren't available (hiring sunlight hours. 

First post-war train to Spain 

Washington is annoyed thai the first really new train to 
he produced in tears is going to Spain instead of to a 
I . S. Kailroad. Fact that C. & (). has a train in the blue- 
print stage which is inspired hy the Spanish "Taigo is 
no satisfaction to the Interstate Commerce Commission, 
which has long lamented the lack of progress of l'. S. 
roads, \merican \ssocialion of Railroads is expected to 
"explain" lack of new rolling stock, as well as recent lay- 
oils of personnel on several of their ABC network broad- 
casts. 

Census policy needed 

Need for established census policy, instead of one ba*ed 
upon what can be begged from appropriation committees 
from veai to vear. becomes more and more apparent. 
Tad that Representative James I. Dollher has had to 
propose special legislation in order to make certain that 
radio and T\ census will be made at time regular popu- 
lation census is taken f every ten \ ears I is indication of 
need for established census policv. Then' was a lime when 
business could expect a bi-annual census of manufacture 
and a business indexing every ten years. \ow nothing is 
ceitain except a nose-counting. 

"Reorganization" frightens business 

If President I rnman receives the power to reorganize the 
nov eminent, which ex-president Hoover has suggested for 
liim. it - expected that Federal Communications Conmiis- 
-i<in will receive a going-over along with the Federal 
Trade Commission, as well as other bureaus vvhich have 
a great deal to do with the business. Manv branches of 
die Federal < lovenimeiil require reorganization, but it 
frighten- business to think of a wholesale upheaval. 



Stanton to Europe? 

President Frank Stanton is expected to go overseas some- 
time this Spring. While it may appear that he will go for 
t'l!S. its understood from White House sources that he 
will also have governmental responsibilities. Stanton's 
reputation as a fact-finder is unequalled, and the l'. S. 
needs fact-finders in F.nrope. 

Beer restraint? 

Federal Trade Commission's continuing investigation of 
restraint of trade in the mall beverage field has broken 
out with a price- fixing complaint filed against three brewers 
institutes located on the Coast and one in Idaho. Institutes 
arc accused of fixing prices, establishing uniform discounts, 
standardizing packages, and cooperating lo prevent price- 
cutting. Institutes are expected to start public relations 
campaign to disprove allegations via black-and-white and 
broadcast advertising. FTC is making test case of these 
four trade associations. 

One-cent Baby Ruth back 

Curtis Candy, one of the most aggressive advertisers 
among manufacturers of sweets, is bringing back its one- 
cent version of Bain Ruth. While Curtis is doing no broad- 
east advertising currently, it is considering television 
since vision is part of the Curtis sale. Washington feels 
the move will spur other manufacturers to bring back low- 
cost items. 

Farm foreclosures low 

Farm foreclosures hit a all-time low last year, and thus 
far in 1019 the farm failures continue to be less than the 
last 12 months. This despite the sharp drop in farm prices 
reported during past 60 days, ('.rain prices being lower, 
live stock raisers are able to purchase lower-cost feed and 
breeders thus haven't felt the pinch yet. It's the farmer 
co-ops. granges, and other farm organizations caught 
w ith huge grain reserves that arc suffering. Prices won t 
drop below government support door, but that doesn't 
help the marketers. 

Agriculture dep't cuts 

Streamlined Department of Agriculture, advocated In the 
Hoover Committee, is giving farm circles the hcebeejeebies. 
Claim is that it will sav e 11 S. SHO.UOO.OOO a year, but what 
farmers are worried about is how much it will cost them. 
Committee claims fanners will receive better service from 
reorganized department. Bible belt is holding its breath 
and Wondering what has happened to its friend. Hoover. 

Tax increases no longer certain 

Increases in taxes vvhich seemed assured less than two 
months ago. arc now a great big question mark. Cost-of- 
living index has dipped so sharply in the past few weeks 
that the deflationary effect of more taxes has President 
Truman's advisors a little shaky. They still want higher 
corporation and other taxes but not at the expense of a 
sharp adjustment in the national business index. Life's 
spotlight oil the status of business in the last few issues 
and other not-as-mass publications' editorializing on un- 
employment isn't selling too well on tin" hill. 
Broadcasting is being asked unollieally to ofTset anv scare 
psychology which mav develop as the result of these 
articles. This is one of tin" few limes thai broadcasting, dur- 
ing peace, has been used to counter negative public thinking. 
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SPONSOR 



Daniel Webster Said It: 

THE FARMERS ARE THE FOUNDATION 
OF CIVILIZATION AND PROSPERITY 




There Are 446/639 Farm Homes 
in the WWVA Coverage Area 

With Eastern Ohio, Western Pennsylvania, Virginia and West Virginia as the hub, and 
spreading into Kentucky, Maine, Maryland, New York, North Carolina, Tennessee and 
Vermont, the prosperous WWVA farm audience area encompasses 229 counties. 

Here are 1,919,351 people living and working on farms, producing nearly a Billion 
Dollars worth of farm products annually. 

WWVA's locally produced programs, plus solid Columbia Network features, attract and 
hold this great farm audience. Mail surveys prove they buy WWVA-advertised products. 
Ask an Edward Petry man today. 

Write For Your Free Copy: WWVA FARM AUDIENCE REPORT 

50,000 WATTS- -CBS- -WHEELING, W. VA. 

NATIONALLY REPRESENTED BY EDWARD PETRY & CO. 
National Sales Headquarters, 527 Lexington Ave., New York City 
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for profitable 
selling - 

I NVESTIG ATE 



OR* 



Represented by 




ROBERT 



MEEKER 



A S 5 O 
New York 
Son Froncisco 



C I 



A T E 5 
Chicago 
Los Angeles 



Cloir R. McCollough 
Managing Dirtlor 

STEINMAN STATIONS 




Mr. Sponsor 



■ toll Wooill'lllf 



Chairman of the Executive Committee 
Coca-Cola Corporation, Atlanta, Ga. 



\n indimtrialiM who should be as widely known as Henry Kaiser 
or IHM's Thomas Watson, Coca-Cola's Robert Wiuship Woodruff 
deliberately seeks power without glory. He lias cloaked himself in 
a self-imposed anonymity so complete that the average person in 
\tlanta. the company's home town, thinks Coke is still headed b\ 
the (andlers. who haven't run it since 1922. Enigmatic, publicity- 
shy Bob Woodruff titular])' is chairman of the executive committee; 
actually, he's boss of the whole show. 

\t 59, Wood mi IT doesn't look like a man who has spent 26 years 
carrying the entire load of the miilti-milliou-dollar corporation 
which is the undisputed leader in the soft-drink field. The dis- 
content and constant worrying that underlie his inexhaustible energy 
haven't grayed his black hair or slowed down his "commuting" 
between '\llania. Wilmington, New ^ ork, his 47,000-acre estate in 
southern Georgia, and his ranch near Cody, Wyoming. 

Woodruff is Coca-Cola; his rule over the company is absolute. 
And nowhere is that reflected more than in the firm's radio adver- 
tising with often unfortunate consequences. Woodruff's intense 
loyalties have resulted in a series of radio programs over the years 
which have consistently missed the vital (for any cola drink) con- 
sumer group they should have reached— the youth market. Wood- 
ruff, as supreme high command in selection of programs (as in all 
other Coke operation), has been influenced, it s been claimed, by 
personal relationships to the point where Coca-Colas air lime is 
virtually a clearing house for Music Corporation of America talent, 
w ith more apparent interest on MCA's part in the \ alne to its 
artists of Coke sponsorship than in the ability of the shows to do 
the proper sales job for Coke. 

The company's ad budget for 1918 was $18,000,000, of which 
about $1,000,000 went into radio. Coke's three current shows 
(Morton Downev. The Pause Thai Refreshes, and Spike Jones) 
represent a similar outlay this year and still fail to reach the teen- 
agers who account for maximum per capita cola consumption. And 
Woodruff's curious spending— to little avail — of almost four limes 
as much for radio as any other drink firm is lopped off by the 
institutional tone of advertising that makes no specific claims for 
the product, other than that it offers "the pause that refreshes." 
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SPONSOR 







Some Sponsor Will Have This Gentleman's Attention Soon. He's Headed for Home and His Radio. 



Radio's Hot When It's Cold! 



The temperature stays below zero. 
The snow comes down by the foot. 
That's winter in North Dakota. If 
you were there, the chances are you'd 
be staying homo with the radio just 
like most everyone else. 

But, what does this have to do with 
time buying in Xcw York or selling 
cereal in Minneapolis? The answer is 
an easy one. With North Dakota ns 
sticking close to home, now is the time 
to tell your story and establish your 
brand. In many cases radio is the 
only medium that consistently reaches 
your potential customer in North Da- 
kota while shopping lists are piling 
up and new buying ideas are being 
formed. 

The latest Mirvoys .«li«w thai Co- 
lumbia's afliliatc, k"Jli, will carry 
your menage to North Dakota uio.-t 



effectively. From 6:00 a.m. until mid- 
night, KSJB Mi|)|)l<in<nl> Columbia's 
rirli m licdulc with audience building 
local programs. 

What's move, KSJB's management 
is always on the alert to keep their 
local programming in time with lis- 
tener's likes. Proof of this can be 
seen in the most recent surveys made 
in seven of North Dakota's richest 
central counties. Morning, noon and 
night, KSJB ranks first. 

Local, sponsor and station, promo- 
tion is another im]»rtant factor in 
KSJB's success. Schedules are placed 
in hometown papers in KSJB's pri- 
mary listening area. These advertise- 
ments stress, not only station call let- 
ters, but actual programs. 

If your product is sold in The Da- 
kotas you will want to get on this 



raid-winter bandwagon. Your George 
Ilollingbcry representative has avail- 
abilities on K S.I 15. He will be glad 
to show you the latest area survey, 
too. 



KSJB's 

-LATEST RATINGS" 



Morning Afternoon Evening 

KSJB 54.4 46.5 49.6 

Station A 18.0 21.4 23.5 

Station B 19.3 25.5 17.7 

All Others 8.3 6.6 9.2 

Survey taken in Stutsman, 
Barnes, Griggs, Foster, Kidder, 
Logan and LaMour counties, 
North Dakota. 



KSJB, 5000 Watts at 600 KC, the CBS Sta- 
tion covering the top of the Nation. Studios 
in Fargo and Jamestown, North Dakota. 



28 FEBRUARY 1949 



15 





Buying televi.-i m linn- involves do7ens of time- Providing vnu will) each of these 36 ileni.-j 

eonsnminii details. Tu make the lime bnvers basic serviee of the lit 1 *!- informed televi 

task a less hurried one. M!C Spot Sales has representative in the industry, your NBC Sj 

assembled a wealth of data. The information salesman. 



listed al the right on all NIK] Spot represented 
stations is yours for a phone call. 



Backed by the experience and know -how o 
nations first television network, ntili/.hr 



representing fe/evijion sfofions; WNBT New York • WNBQ Chicogo • KNBH Ho 



Television Buyer's Chech List 



[ion 



buying easier 




jfrior facilities of iNIiC Pnngrannniii'' and 
l ')i.lucli()ii. Ktwarrti and Engineering — MIC 
pT SALES is your best source for all spot 
-vbioii iiiformatrou, 

tlfition's major television stations in the 
'ion's major markets are represented by 



MARKET INFORMATION 

Q t<'lc\ ision set circulation 
O population in coverage area 

0 radio families in televiMou area 

□ retail sales 

1 I food and *lni<i sales 

O general niereliandise sales 

LJ effective, buying income 

l~l counties within coverage area 

Q estimated total television audience 

□ forecast of set installation 

STATION INFORMATION 

O program schedules 
O availability lists 

□ rales 

□ ratings 

□ audience characteristics 
Q coverage maps 

□ competition's program schedules 

□ competition's rates 
studio ('(piipmcnt available 

(live and film studio equipment, cameras, etc.) 

PROGRAM INFORMATION 

Q description of program format 

[~~| photographs of talent and set 

0 biographies of talent 
Q adjacencies 

1 | competition 

0 type of audience 
Q ratings and surveys 

1 | audience response stories 
|~~) success stories 

Q promotion and merchandising 

□ rates and contract terms 

GENERAL TELEVISION INFORMATION 

Q audience surveys 

Q all 1*. S. television stations 

Q advertisers using television 

I I agencies handling television 

□ technical data 

□ film 



SPOT 



SALES 



V YORK • CHICAGO • CLEVELAND • HOLLYWOOD • SAN FRANCISCO • WASHINGTON • DENVER 



l-Philodelphio • WBZ-TV- Boston • WNBK-Clevelond • WNBW-Woshington • WRGB Schenectody • WTVR- Richmond 



NORTH CAROLINA 
IS THE SOUTH'S 
No. 1 STATE 
AND 
NORTH 
CAROLINA'S 



Nil) 

salesman 



WATTS 



RALEIGH, North Carolina 

National Representative FREE & PETERS inc. 




BOARD OF DIRECTORS AND KEY EXECUTIVES OF BROADCAST MEASUREMENT BUREAU AT LAST PHOTOGRAPHED MEETING 




Ian flic maiiv l»road<*nsf <>i 



a«l\ 4>rlis4»r. ami a$»4 k ii<*y points of vii»\v lie I'oroiK'iliMl? 



li s difiicult to make a radio 
station manager see the 
value of paying for research that lias 
the end result of losing business for 
him. It's also difiicult to do honest 
researeh that doesn't hurt someone. 
Not every station is as effective as the 
next station. Aim! it isn't network 
affiliation, authorized power, or any 
other single faetor that makes an out- 
let good. 

It was therefore to he expected that 
the Broadcast Measurement Bureau 
would have tough sledding, In many 
eases station management was paying 
for figures that they had to sell against 
rather than with. In many eases, be- 
cause conditions have changed radi- 



cally since the first BMB stud) was 
made, the figures can only he used with 
the greatest caution. Since BAIB re- 
ports listening rather than engineering 
coverage, as programs change so 
change station listening areas. It is 
true that listening habits do not change 
rapid! v, except when a major program 
(Jack Benny I changes its network and 
the change is promoted to the hilt. 
However, dialing habits do change, 
and network stations depend to a 
great degree upon the attractions the) 
broadcast. 

The first BMB survey was based 
upon such a low common denomina- 
tor that stations all over the nation 
were hurt. It indicated that distant 



stations frequently had a substantial 
listening audience in the home count \ 
of other outlets. The low denomina- 
tor was "once-a-week" listening. It 
is not unusual for distant stations to 
have one or more programs with size- 
able audiences in far-distant areas. 
It is unusual, however, for audiences 
to listen consistently to stations that 
arc framed with static, as many re- 
mote stations are. Audiences will lis- 
ten to remote stations that arc not 
heard with adequate signals when the* 
can't hear a "must" program over a 
local station. There is ample evidence 
that they do not stretch their ears con- 
sistently . 

There are concerted efforts, some 
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Effort of now MM HiciiNiimiUMit in evaluating listening . . . 

with Hooper share-of-audience comparisons 



in a oiir-slalioii town 



This check was made in 
Riverside, Calif., several days 
I 948 



where 


competition is 


strong • 


unng 


Oct.- 


DAY 


Total weekly Composition 




kly audie 


Station 


audience 


6-7- 


3-5 " 


1 2" 


KECA 


36 


9 


14 


13 


KFI 


92 


b9 


20 


13 


KFWB 


15 


4 


3 


3 


KFXM 


37 


14 


10 


13 


KHJ 


33 


i0 


10 


13 


KITO 


3f> 


17 


12 


12 


KNX 


70 


34 


18 


18 


KPRO 


68 


26 


2Z 


20 


KLAC 


14 


4 


4 


h 


KMPC 


19 


S 


5 





in a one-station loun 

where one station dominates 



This test survey was made 
in Ada, OUa., several 
days during Oct.-Nov. 1948 



Hooper 
Share" 

5.8 
52.7 
3,6 
6.1 
1 .9 
3.2 
I !.2 
8.7 

6.9 



DAY 

Station 

KADA 

KOMO 
KRLD 

KVOO I 
WFAA. WBAP 
WKY 
KOCY 



Total weekly 
audience 


Composition 
6 T 


of weekly 
3 5- 


audience 
"2- ~ 


Share" 
Hooper 


98 


79 


10 


9 


52.8 


26 


8 


10 


9 


2.5 


36 


15 


12 


9 


8,1 


52 


24 


14 


14 


7.8 


52 


21 


20 


1 1 


5 0 


67 


32 


20 


15 


16.6 


10 


1 


6 


3 





NIGHT 


Total weekly 


Composition 


of weekly audience 


Hooper 


NIGHT 


Total weekly 


Composition of weekly audience 


Hooper 
Share" 


Station 


audience 


t 7" 


3 -S" 


1 2- 


Share" 


i Station 


audience 


6,7* 


3 S< 


1-2* 


KECA 


! 37 


6 


14 


17 


2.4 


KADA 


93 


54 


25 


14 


57.6 


KFI 
KFWB 
KFXM 
KHJ 


92 1 
1 1 

n 1 

29 


56 
1 

12 
9 


28 
4 
3 

9 


S 
6 

13 

1 1 


45.2 1 
0.3 
4.5 
4.8 


KOMA 

KRLD 

KVOO 


22 
31 
36 


6 
13 

13 


5 

9 
9 


1 1 

9 
14 


2,5 
5.5 
8.9 


KITO 
KNX 
KPRO 

KRNO 


37 
73 
55 


9 
30 
16 


14 
22 
20 


14 
21 
19 


4.3 
19.8 
7,5 

2,4 


WFAA, WBAP 

WKY I 
WOAI 


45 
59 
12 


15 
IS 

2 


14 
17 
5 


16 
29 
5 


5.2 
12.9 
1.7 


KMPC 


14 


2 


3 


9 


7.8 


WSM 


10 
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equals 


100). 



undercover, sonic fin" all In sec. to 
eliminate the Broadcast Measurement 
Bureau from the field of station meas- 
urement. Men like Kd Crane} feel, 
and so state, that the costs per radio 
family "based upon BMB figures in 
these les*er communities are entirely 
out of reason when once-a-weck la- 
minate tune-in on an outside station 
is judged against local nmlti-liour 
dailv listening." Cranev also explains 
that since publicity has been focused 
on .">()'; being the minimum worth- 
while BMB, a station with less than 
.">() is given short shrift by tiniehnvers. 
Crnuey points to his K\l. which lias 
a ISM IS of 27',' in I'ortland. Oregon, 
and therefore is given the absent treat- 
ment hv many agencv men. Neverthe- 
less, it has at least, on weekends, a 
creditable share-of -audience. According 
to Hans Zei>cl (McCaHJi-Kricksoit). a 
27 BMB translates into less than a .V,' 
fliaie-of-andiencc. 

Vgeitcy executives and sponsor* re- 
ipiire figures on station coveiage 
which are comparable. In 100 tele- 
phone cit\ area- C, K. Hooper is de- 
livering listening figures which are 



comparable, since the Hooper base is 
consistent, is identical in every area 
-total telephone homes. l T . S. Hoop- 
crating figures admittedly can't be 
U*ed for station coverage purposes, 
except in a few populous areas where 
the Hooper diary sample is so suili- 
cient thai, combined with the coinci- 
dental telephone sample, it presents a 
true picture of who listens to what. 

Hooper makes station coverage re- 
ports, but the rub here is that he make* 
them in the counties requested by the 
station, and reports only total figure.*, 
not coiinlv-bv-coimtv figures. The re- 
sults naturally obscure the true cover- 
age of competing stations, and make it 
difficult for a tiniebuyer truly to evalu- 
ate station coverage in any one ter- 
ritory . 

lloo|)ers invasion into the coverage" 
field is of a protective nature. Every- 
one was getting into the act, and since 
Hooper was making area studies based 
upon mail ballots as well as diaries, he 
spread into coverage, lie tried to sell 
the idea of his making studies for 
BMP>. hut failed. He also at oik- time 
olTered the C. I'). Hooper organization 



to BMB — at a "fair" profit for Hooper 
stockholders, of course. 

The Broadcast Measurement Bureau 
lias cost the radio industry laud that 
indirectly means advertisers, since they 
indirectly pay for everything that is 
done in broadcasting) well over a mil- 
lion dollar* for the first report. The 
second report and the continuing cost 
of keeping BMB as a going operation 
between reports are running into an- 
other million. 

Station management has questioned 
the high salaries of several BMB execu- 
tives, and John Churchill (at $2.),()00 
a year) and I'hil frank (at .«H2.fi00) 
agreed to exit, with their replacements 
costing the Industry thus far zero. 
Ken Baker, of the XAB. succeeded 
Churchill, with nothing added to his 
\\B salary, and I'hil 'Frank** assist- 
ant took over tlu- research organiza- 
tion's trade relations chores. 

There has been considerable sound 
and fury about the remaining high- 
salaried executive of BMB Hugh 
Kelt is. president. Fell is. with the help 
of Harold Ryan, chairman of the 
board of BMB. is responsible for sell- 
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SPONSOR 



ing the idea of li.MB lo tlie industry, 
lie has taken, both publicly and pri- 
vately, intensive abu.-cs. Many indus- 
try figures who wanted to vent their 
feelings against MM IV but who didn't 
want to appear to be anli an industry- 
wide research organization, have con- 
centrated their attacks on Ileitis. 

Felt is has, as far as possible, car- 
ried out the dictates of the tripartite 
board of dircetors of BMH. Agencies, 
advertisers, and station executives, as 
well as a research advisory board, have 
actually determined research policy for 
the MAI 13. Felt is has never claimed 
that he is a research man: actually. 



lie's a top-flight sales executive and a 
scrappy sparkplug. His hands have 
been tied rcscarehwisc. and he wouldn t 
want it otherwise but he's being 
blamed for all I5.MII errors, a majority 
of winch are not his. 

There is little question that the 
formula of tun ing an organization run 
by the three different segments of 
broadcast advertising hasn't worked. 
It didn't work with the Cooperative 
\nalvsis of Broadcasting (CAB), 
which produced the now-discredited 
( rosslev Batings for network pro- 
grams. It didn't work with the CAB 
despite the fact that all segments of 



the field paid part of the costs. It 
isn't working with BMB with only 
the broadca^crs paying the bills. 
(Money \\a» loaned by AAAA and 
\\ \ to start 15MB, but this has been 
repaid. I 

There is extensive feelinu in broad 
east circles that while stations and not- 
work^ ought to pay the lion's share 
of BMB coverage-reporting sen ices, 
the advertiser and the agency should 
pay at least a token fee for all the 
figures which BMB makes available to 
them. l T se of BMB figure.-, is almost 
entirely by buyers of broadcast ad- 
( I' lease htm to page 5B) 



in a iiiiiltiplf-Ntiifioii town 



This test survey was made 
in Rochester, N.Y., several 
days Oct. -Nov. 1948 



in a two-statin limn 

where local outlets dominate 



This test survey was made 
in Lancaster, Pa., several 
days during Oct.-Nov. 1948 
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Total weekly 
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Composition of weekly audience 


Hooper 
Share" 


DAY 

Station 


Total weekly 
audience 


Composition 


of weekly 
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Hooper 
Share" 


Station 


4-7- 


3-5" 


1-2- 


6-7' 


3-5' 


1-2- 


WARC 


60 


20 


21 


19 


n.i 


WCAU 


28 


7 


10 


1 1 


2.6 


WHAM 


87 


50 


26 


11 


25.7 


WGAL 


95 


73 


14 


7 


66.5 


WHEC. WHEF 


89 


53 


26 


10 


36.8 


WLAN 


78 


47 


23 


8 


20.6 


WRNY. 












WOR 


46 


17 


12 


17 


2.6 


WRNY-FM 


46 


13 


8 


25 


8.3 


WCBS 


8 


2 


3 


2 


.6 


WSAY 


52 


20 


15 


17 


7.8 


WJZ 


37 


1 1 


13 


13 




WVET 


61 


17 


22 


22 


9.0 


WNBC 


13 


4 


5 


4 




Others 










1.3 


WORK 


10 


5 


2 


3 





NIGHT 


Total weekly 


Composition 


of weekly audience 


Hooper 


Station 


audience 


4-7 


3-5' 


1-2' 


Share" 


WARC 


65 


19 


25 


21 


14.2 


WHAM 


96 


54 


29 


13 


34.6 


WHEC. WHEF 


94 


50 


29 


15 


35.7 


WSAY 


49 


16 


12 


21 
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WVET 


62 


17 


21 


24 


7.4 


Others 
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NIGHT 
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WCAU 
WGAL 
WLAN 

WOR 
WCBS 
WJZ 
WNBC 
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of weekly 
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Hooper 
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4-7- 


3-5- 


1-2* 


Share" 


30 


4 


1 1 


15 


2.9 


93 


70 


16 


7 


64.2 


79 


40 


23 


16 


19.0 


52 


18 


18 


16 


5.6 


1 1 


3 


1 


7 


2.9 


44 


1 1 


16 


17 




16 


6 


5 


5 





in a five-station town 



This test survey was made 
in Nashville, Tenn., several 
days during Oct. -Nov. 1948 



in a four-station town 



This test survey was made 
in Worcester, Mass., several 
days during Oct.-Nov. 1948 
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WKDA 


79 


42 


18 


19 


21.3 


WAAB 


68 


34 


15 


19 


9.7 


WLAC 


79 


42 


20 


17 


21.2 


WBZ 


57 


23 


13 


21 


5.4 


WMAK 


61 


25 


17 


19 
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WNEB 


83 


59 


18 


6 


27.4 


WSIX. 












WORC 


81 


33 


25 


23 


13.3 


WSIX-FM 


79 


41 


18 


20 


19.5 


WTAG. 












WSM 


87 


48 


19 


20 


26.6 


WTAG-FM 


91 


64 


18 


9 


41.5 


Others 










0.3 


Others 
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NIGHT 
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Composition of weekly 
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Composition of weekly 
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H oo pe r 


Station 
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Station 


audience 


4-7' 
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WKDA 


75 


36 


19 


20 


12.8 


WAAB 


71 


30 


17 


24 


11.0 


WLAC 


87 


41 


24 


22 


23.6 


WBZ 


73 


22 


21 


30 


10.4 


WMAK 


59 


25 


14 


20 


7.5 


WNEB 


74 


46 


15 


13 


14.1 


WSIX, 












WORC 


86 


30 


35 


21 


17.6 


WSIX-FM 


85 


32 


30 


23 


20.0 


WTAG. 












WSM 




50 


25 


21 


25.5 


WTAG-FM 


94 


63 


20 


11 


44.7 


Others 










0.6 


Others 










2.2 
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Merchandise 



For noiik*. nol:il»lv WIAV. m<»r«*li;uidi>iii<> is l»iu 



l»Bisin< k ss. h« k r« k "s ili« k record in |»;irl 



rfStk. !.<•» than 20'/ of the sla- 
m lions throngltimt the- I .5, d> 

NjSS^' .n»\ real iiwrchanili-m ' Its 
expensive. It reciuires a permanent 
merchandising stall. Merchandising 
know-how is almost as important as tlie 
budget. 

Most stations do not feel that mer- 
chandising a sponsors product is part 
of their joli. "That.*" savs a far- 
West station manager, "'is the province 
of the advertisers 1 own sales promotion 



departments. We don t manufacture, 
and they have no excuse for expecting 
us to merchandise." 

That is the stance of the non-uici- 
chaiidising stations. On the other 
hand, there are the stations that do 
ama/.ing merchandising jobs. The) are 
not merely advertising mediums, hut 
sales tools. They not only bring news 
of products to listeners, hut also make 
sure that the products are available at 
retailers in their areas. The\ take it 



upon themselves to obtain distribution 
for advertisers, and then to move the 
products off the shelves. 

For years all media has argued that 
merchandising is not its pro\ incc. 
Wverthcless. the more important 
newspapers have maintained merchan- 
dising departments which have helped 
establish new products and keep old 
products in demand. 

In great metropolitan markets it may 
be impossible to do a thorough mer- 




DISPLAYS IDENTIFYING ITEMS AS "ADVERTISED PRODUCTS," INCREASE SALES AS WELL AS REMIND LISTENERS OF STATIONS 



chain! ising job. To adequately ac- 
quaint every grocery outlet with a new* 
product in the Greater Xev»" York 
Market |5() mile radius) represents a 
fantastic problem. On the other hand, 
it is possible to merchandise a selec- 
tive portion of the market. WOV. under 
Ralph Weil, does just that for the 
Italian market. When a manufacturer 
wants to reach the transplanted sub- 
jects of Europe's hoot. WOV makes 
available to him a complete wholesale 




it's tailor-made for 

Grocery Management & Personnel 



. meet interesting people 
.4tt light > week 
. hive In 



, yei'll learn 
■tlMi ol 



mee'ern 



route list and a complete retail route 
list for his product (food. (bug. etc.). 
WOV will plate display* in the stores, 
and will even go so far as to arrange 
for models (the correct Italian kind) 
to sample and demonstrate the product 
(the latter is charged for). 

\\ OV goes even further. It will run 
a telephone quiz for either consumers 
or retailers to develop acceptance for a 
product. I bis quiz is addressed to both 
telephone and non-telephone home and 
store listeners. The way the non- 
telephone home gets into the quiz act 
is by sending a postal card to WOV 
stating when and where the listener can 
be reached at certain hours at a 
friend's home, the local candy store, 
etc. 

The quiz is merchandising pure and 
simple. The questions are always about 
an advertised product, and are well 
planted on the air before the phone 
call. 

It's a version of the quiz that WOV 
uses to sell itself to tiniebuyers. The 
station notifies tiniebuyers that they 
will be called to answer a question 
about a product advertised on WOV. 
If they answer correctly, they receive 
SS. If the) don't the five-spot goes to 
increase the money the next timebuyer 
can win by answering the question. 
It's good fun for tiniebuyers. just as 



it is for the Italian-language listeners 
whom the station calls. 

And it's lop drawer merchandising, 
lieraovrd from great metropolitan 
areas, the merchandising job is not as 
difficult, Man-metropolitan areas are 
usuallv not so widespread, and thus 
can be covered with less expense. Top 
merchandiser in the nation is. beyond 
much doubt, Croslev station WLW in 
Cincinnati. Ohio. The .-tation employ 
an 1 I -man staff under Marshall Terry 
to merchandise its advertisers' pro- 
duets. It has been doing this for 
eight years. In order to assure its 
field men of an open sesame at re- 
tailers. WLW runs retail-store moderni- 
zation sessions for drug, grocery, and 
other fields. Throughout the WLW- 
iiierchandisable area, the station's 
modernization authorities hold meet- 
ings with retailers, helping them 
throw out outmoded costly-to-do-busi- 
ness layouts. WLW has no connection 
with any store fixture organization, 
but it has heljwd the great area it 
serves retail at a lower cost-per-sale 
than most of the rest of the I'.S.A. 

WLW has inspired two rather 
unique organizations the People's 
Advisory Council, a group of 3.000 
stratified homes in its area, which re- 
ports on consumer bu\ ing habits, ami 
(Please turn to page 36) 
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..duct testing is very good TV shopping The weather and time are two visual favorites Sight added to sound male better sidewalk interviews 



_^ 0^ Day time TV is advertis- 
ing's last major frontier, 
and its advertisers are as 
much pioneers as Daniel Boone, TV 
during the daytime hour? (7:00 a.m. 
to C>:00 p.m.) is still on a semi-experi- 
mental hasis at hest. and is more 
realistieally in the test-tube stage. 
However, daytime T\ has heen a hot 
topic in agency, advertiser, and net- 
work TV conversation recently. It also 
heads the list of problems of many 
TV station managers and station reps. 

One reason for the vast amount of 
crystal-gazing currently going on in 
daytime TV is the ubiquitous famine 
of daytime TV research. A'o re- 
searcher, agency, station, or network 
has as yet brought forth a definitive 
study of the qualitative and quantita- 
tive factors of the daytime TV audi- 
ence or of the selling factors involved. 

Still, there is a general optimism 
about the future of daytime TV that 
was never true of the early days of 
daytime radio. Advertisers are being 
pressured by their' agencies, their sales 
departments, and even by their boards 
of directors (few major business ex- 
ecutives today in TV areas are with- 
out TV sets in their homes) to get 
into daytime TV. Stations arc being 
needled by advertisers and by TV set 
retailers in their areas: networks are 



being heckled by stations and major 
national advertisers to feed daytime 
network TV service: and agencies find 
internal pressure to initiate daytime 
TV operations coming from both with- 
in and without the firm. 

The 1919 TV plans of sev eral major 
advertisers, as well as their actual 
19 U> expenditures in TV, serve as 
straws in the wind to show bow day- 
time. TV is affecting a considerable 
amount of thinking with regard to the 
visual medium. 

Procter & Gamble, the country's 
largest spender in broadcast advertis- 
ing, has already formed an amoeba- 
like subsidiary within its corporate 
structure — I'roeter \ Gamble Produc- 
tions, Inc. — to "take over radio, tele- 
vision, and motion picture activities 
which were previously handled for the 
company by employees in its advertis- 
ing department". This million-dollar 
producing subdivision, which will 
work with i'&G's long string of agen- 
cies and shows, is phase one of a long- 
range P>xG plan for extended night- 
time and daytime TV operations. It 
is nothing new. P\G has been work- 
ing quietly since 1943 with an eye to 
daytime T\ . Minute-movies for "i)uz" 
(now being shown on theater screens 
in suburban communities) were filmed 
under the direct supervision of em- 



ployes now part of P&G Productions. 
An experimental four-reel film for 
"Drefl" was made, based on a plot 
typical of P\G soap operas, to deter- 
mine whether the daytime formula of 
the long-sulfering serial heroine can 
he adapted to a visual medium. P^G s 
official smokescreen states that "no 
definite program'' has been planned 
for P&G daytime TV activities as yet, 
but sources close to the Cincinnati 
soap-making firm say that such plan- 
ning is on an elaborate scale that will 
eventually approach or surpass their 
activities in daytime radio when cost- 
per-lhoupaiid figures in daytime TV 
reach the level PM> feels it needs. 

Another major advertiser, Sterling 
Drug, Inc., which ranks with the top 
spenders in AM radio (nearly a do/en 
network nighttime and daytime shows, 
plus large selective campaigns) is ac- 
tively in daytime T\ with a DuMont 
show called Okay Mother. Sterling, 
like P&G. has big plans for further 
daytime TV. The contract with Du- 
Mont for the show calls for no less 
than ten years of Dennis James' ser- 
vices as master of ceremonies on the 
across-the-board (Mon-Fri. 1-1:30 
p.m.) audience participation show. 

Sterling is taking no chances on 
missing a good bet in da; time TV. 
(Please turn to /»«gc 42) 




chen sessions show how the food is used Beauty culture instruction is better when you see it News tape males daytime identification better 



Metal Roofing 



Water Systems 



SPONSOR: Reynolds Metals Co. AGENCY: Buchanan 

CAPSULE CASE HISTORY: Reynolds had been on Frank 
Cooley's "Farm News Program," but was forced to 
cancel becau e the results were too good. Company 
had gotten three months behind in orders. Cooley show 
was Droduct've for all Reynolds building products, but 
the advertising pressure had been greatest for metal 
roofing. Si < announcements on this program drew 3,000 
requests for a book of cooking recipes which was issued 
by the National Live Stock and Meat Board of Chicago, 
another example of effectiveness of farm programs. 

WHAS, Louisville PROGRAM: "Farm News Program" 



SPONSOR: F. E. Meyers & Bra. Co. AGENCY: Placed direct 

CAPSULE CASE HISTORY: Objective sought by Meyers, 
makers of pumps and water systems, was the distribution 
of a book of pump information and a booklet on farm 
hints, available to interested parties on request. Com- 
pany purchased time on eight radio stations, including 
WLS, and stated it would be happy if 5,000 requests 
were received via all eight. Firm's surprise can be 
imagined when WLS alone turned over 7,707 requests 
for the two booklets. Requests came in as the result of 
26 programs running through the Autumn months. 

WLS, Chicago PROGRAM: Farm program 
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Arc Welders 



SPONSOR: Miller Electric Co. 



AGENCY: Placed direct 



CAPSULE CASE HISTORY: Miller planned demonstration 
clinics at which firm's new arc welders would be shown 
and sold. One-minute announcements, supplemented by 
newspaper advertising, were used. Results were over- 
whelming, with clinics so well attended that welder sales 
went above company's wildest expectations. Welders 
cost $185.25 each, and 350 of them were sold in Illinois 
within three months. Campaign put the company behind 
in production to such an extent that Miller withdrew its 
advertising until it could catch up. 



WLS, Chicago 



PROGRAM: One-minute announcements 



Oil a Gasoline 



SPONSOR: Standard Oil of Col. AGENCY: BBD&O 

CAPSULE CASE HISTORY: Standard Oil Company of 
California was desirous of pushing its "Chevron" farm 
and specialty lubricating products (as well as its other 
lines of lubricants) through distribution of a booklet 
entitled "Standard Farm Guide." Company went on 
KFI with Nelson Mclninch program, "Standard Farm 
Highlights." In one month 8,000 direct inquiries had 
been received by the station. That was only one part 
of the response, however. Half that number (4,000) went 
additionally direct to Standard Oil itself. 

KFI, Las Angeles PROGRAM: "Standard Farm Highlights" 



Machinery 



SPONSOR: Sears-Roebuck AGENCY: Placed direct 

CAPSULE CASE HISTORY: S-R store in Yankton, S. D., 
bought three one-minute announcements to advertise 
20 pieces of farm machinery which the store wanted to 
unload before inventory the following day. Within a 
half-hour after the first announcement all 20 pieces were 
sold, at $239.95 each. Advertising cost to sell $4,799 
worth of machinery was only $21; cost-per-each unit was 
$1.05. Store manager reported that he could have sold 
more equipment if he had had it, with several dozen 
people turned away, 

WNAX, Yankton, S. D. PROGRAM: One-minute announcement 



Poultry Equipment 

SPONSOR: Bussey Products Ca. Agency: Salem N. Baskin 

CAPSULE CASE HISTORY: Bussey Products Company, of 
Chicago, manufacturers of poultry equipment, wanted 
to advertise the distribution, on request, of a poultry 
equipment catalogue. Company went on WJZ's (New 
York) participating "Farm News Program" at 6-6:30 in 
the morning, during the Spring months of last year. 
Response was extremely gratifying to the Bussey Com- 
pany, with six one-minute announcements bringing in a 
total of 3,634 request from 26 states. This program has 
resulted in similar success stories for other participants. 



Equipment 

SPONSOR: Gurney Seed & Nursery AGENCY: Placed direct 

CAPSULE CASE HISTORY: This Yankton, S. D., firm 
sponsors a 15-minute program on WNAX four mornings 
a week [early a.m. on Tuesday, Wednesday, and Thurs- 
day; before noon on Saturday). Show features old-time 
music, with commercials worked in ad lib. On four broad- 
casts seed fanning mills, selling for $75 each, were men- 
tioned. Gurney received more than 200 orders, amount- 
ing to over $ I 5,000 — on $158.15 worth of advertising. 
Cost-per-order: 80 cents. Every penny spent in adver- 
tising resulted in a dollar in sales. 



WJZ. New York PROGRAM: "WJZ Form News Program 



WNAX. Yankton. S. D. 



PROGRAM: "Happy Jack 




JEWELERS LIKE FINLAY-STRAUS DEVOTE ENTIRE WINDOW DISPLAYS TO SPEIDEL WATCHBANDS AND "STOP THE MUSIC 




III) II tl lilt II Rftliiu 

inttt jvirvlvij stows lo piivrhuse a ioir-prirv tjiii Hrm 



JtaHfav£* People take ordinary items 
Xjj^uLhJ of personal hardware \er\ 
^^▼^ casually; they don't ask for 
them by brand name; they neither 
know nor care whether there is a 
brand name. That was the problem 
the Speidcl Corporation set out to 
solve last year. 

It was a tough one, because Speidcl's 
principle product is wateh bracelets. 
And to most people a watch band isn't 
thought of as an ornament, as "'jew- 
elry". It isn't glamorous — it's iti the 
"useful'' category; in other words — 
like hardware. 

Dynamic Paul Levinger. the com- 
pany's general manager, was deter- 
mined to change that. His goal was 
to have people walking into jewelry 
stores and asking for Speidel watch 
bands. Surveys by jeweler associations 
and retailers had already shown that 
most people don't go into a jewelry 
store to buy low or medium-priced 



items - and the bracelet models the 
company pushes, from $i!.95 to $13.50.. 
fall into that class. 

First of all. Speidel officials decided, 
if they wanted to make their specialty 
an ''asked for " item, they would have 
to establish the Speidel name. To do 
this they decided to take their bands 
out of the "hardware " class by glamor- 
izing them, building them up as ideal 
gifts. 

An initial step in this direction was 
taken in 1946 when the company ear- 
marked some $150,000 for ad-manager 
Harold A. Rosenquist to spend for the 
firm's first national advertising. Full 
pages appeared in Life and Ladies' 
Home Journal. In 1947 the appropria- 
tion was doubled and again full pages, 
sonic in four colors, helped build Spei- 
del prestige with retailers arid jobbers. 
Hut customers still didn't walk into 
jewelry shops and ask for "that Speidel 
watch band 1 saw advertised . . ." 



It was clear that an additional adver- 
tising approach would be necessary in 
order to make people think of Speidel 
watch bands as gifts — and go to jew- 
elry stores and ask for them by name. 
.About $600,000 was set aside for the 
job in 1948. 

Levinger atid Uosempiist figured if 
they could increase the traffic in jew- 
elry stores by making people go there 
to ask for their watch bands, jewelers 
would naturally tend to push the entire 
Speidel line. Tliey also felt that job- 
bers, to whom the company sells ex- 
clusively, would also do their best for 
the line. 

At this point, ageneynian David G. 
Lyon. Jr.. of Cecil & Prcsbrey. New 
York, stepped oil the train in Provi- 
dence, ILL. costume jewelry capital of 
the world, to talk business with Spei- 
del officials. Xotliing eame of this ini- 
tial contact. 

I {'lease turn to page 59 I 
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PART ELEVEN 

OF A SERIES 




Tli«» station reaps I In* harvest. |»ni ju>i'ii«>rally 

exports l he <lisk salesman to m 



w 



"Less llian 2S cf c of the na- 
tion's slalions do anything 
ahonl selling programs." Al- 
though this is as much the lament of 
the Federal Communications Commis- 
sion as it is of all program producers, 
it is a major gripe of the men who 
lecord and sell the transcribed hroad- 
cast enlcrtairtineiit of the U.S.A. 

"Most of the transcriptions that we 
have on the air have been sold hv our 
sales stalT direct to the sponsor." ex- 
plains the sales v. p. of one of the 
higgcsl recorded program organiza- 
tions located in the Fast. "When we 
go into a town we plav our top o.t.\s 
for station executives, and when they 
like lliem I hey generally tell lis their 
available time and "suggest' we go and 
sign up a sponsor. Sometimes they'll 
help hv giving us a list of prospects, 
but just as often they'll tell us that 
we re on our own. It's true that some 
of our lop programs do cost adver- 
tisers more than time, hut in most 
cases the stations collect the largest 
• hunk of the tinic-autl-Ialeiit lull. Mil- 
lion executives talk as though ihev 
realize that programs make or hrcak 
:i broadcaster, hut thev do very Utile 
to convince the astute observer that 
thev rcallv mean what thevre saying. 
\n analysis of the salaries paid pro- 
gram managers of all the stations in 
the country will indicate ihev arc the 
lowest-paid of all station policy men. 
The average station salesman makes 
twice what program managers collect. 

Where there is a station with an 
aggressive program poliev it's safe to 
l>et that the station manager himself 
runs the programing of the outlet. Hv- 
cenlK a .lO.OOD-walt station in the 
Middle West refused to pay $2r> for a 
sustaining program, with the com- 
ment, 'I jell, we'll lake the network sns- 



taincr for free'. This despite the fact 
that the program in question bad won 
awards and had a good opportunity of 
being sold after it had been on the 
air for a few weeks. 

""Transcribing has made programs 
of better than network quality avail- 
able to sponsors all over the nation. 
They have succeeded in most cases in 
spite of the stations over which they 
were heard." 

Although transcriptions for vears 
have been indistinguishable from live 
or network programs, ihev have had 
to cany the l'CC lag of being aired 
via transcription. Of recent days the 
quality has been so good that even 
the transcription announcement hasn't 
hurl the ratings received by the pro- 
grams, and they've topped many lop- 
ranking live programs. Nevertheless, 
transcription producers lament the 
fact that they have had to live down 
the onus of selling "canned" entertain- 
ment. 

"Many of our sales," stales a sales 
agent for e.t.'s. who headquarters in 
Chicago, "have been made without 
telling the sponsor the program he was 
auditioning was to he broadcast from 
records. Only after he was sold on 
the program have we frequently told 
an advertiser the program would come 
to his station on platters. We did ibis 
only because we bad learned to our 
hitler dissatisfaction that iu many 
cases once we told a local advertiser 
that we wanted lo sell him a recorded 
program he wouldn't listen. It isn't 
so hard today because the networks 
are accepting transcribed programs 
for coast-lo-coasl ailing, and adver- 
tisers have been educated to the fact 
it s better when it s transcribed. 

"A transcription producer's job is 
never done." stales one distributor of 



disks. "After we've sold a program 
we have the job of convincing the 
sponsor and the station that it has lo 
he. promoted. Xo mailer how fine a 
lianscribed show is. it's a dead duck 
if the station schedules it on the air 
and then lets il develop by itself its 
own habit of listening. Man) of our 
sales are made lo advertisers who arc 
not radiu-niindcd. They are trained 
lo buying advertising and then ex- 
pecting the advertising to produce re- 
sults. Broadcasting has to lie nursed 
lo produce its maximum results. The 
best programs arc seldom self-starters. 
When they're promoted, on and olT 
the air. they outsell any other adver- 
tising medium. They usually pro- 
duce, regardless of promotion, but 
broadcasting generally is not a fast 
starter. Only announcements, which 
ride on the coallails of successful net- 
work or local programs, produce over- 
night, and then only via saturation 
broadcasting. Some slalions do a 
great promotional job, some are thumb 
twiddlers. Sponsors for the most pari 
cau l be expected lo promote a hroad- 
casl program. That's not their job. 
However, we've learned hy experience 
that we have lo goose sponsors to 
force slalions lo do an active promo- 
tional job on a transcribed program. 
For some reason stations regard a 
transcription in the same light as a 
network program, and they have a 'let 
George do il' altitude on promoting 
them. If we don't furnish anil inspire 
the promotion of our transcribed pro- 
grams, they're nol promoted. Of 
course, there are exceptions, but von 
can't run a business on exceptions." 

"One of our problems with bigger 
agencies," laments the president of a 
successful c.l. producing organization, 
"is thai ihev don't like the fact that 
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they can"l meddle with a transcribed 
program, ihcy can't claim credit for 
having supervised its production and 
having made it a better vehicle. Sonic 
of the biggest agencies have never 
created a program themselves, but 
they have managed to keep that fact 
from their clients or have sold clients 
on the fact that 'what we've done on 
the program is what lias made it the 
success that it is.' When an agency 
buys a transcribed program for a 
number of stations it has to take it as 
it is and just can't get into the pro- 
ducing act. That's why sonic agencies 
have never bought a single open-end 
transcription, and why they insist on 
recording their own programs when 
a recorded program (because of spot- 
ty distribution or other factors) is 
called for. It's interesting to note, 
however, that no agency has ever cre- 
ated a top-drawer transcription pro- 
gram that lias lived. And they\e 
practically all had a try at it. Pro- 
ducing transcriptions is a big-time job. 
It's the job of a specialist. While some 
agencies and networks have produced 
creditable recorded programs, the 
really successful open-end programs 
have been produced by firms that make 
transcribing syndicated programs their 
entire job. If somebody could devise 
a way of permitting agencies to get 
credit for producing our open-end pro- 
grams we'd sell a great many more 
than we do." 

Transcription organizations have 
little to gripe about talent. While there 
is feeling among union members that 
recorded programs take jobs away 
from both musical and acting talent, 
there was little evidence during the 
American Federation of Musicans' re- 
cording ban that jobs in radio in- 
(Please turn to page 37) 
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1. They want to tic up series without guarantees 

2. There's no prior planning as far as the use of tran- 
scriptions is concerned 

&, They frequently add a handling charge in addition 
to their l->% commission, thus making transcriptions 
costly to sponsors 

1. They seldom plan commercials that integrate them- 
selves with transcriptions 

They'll rather produce their own transcriptions 
ft. They only use transcriptions when they're forced to 



Problems willi Hionls 

1. They sec no glamor in transcriptions 

2. They're usually price-conscious when they see it's on 
record 

3. 'I hey only lmy what appeals to them personally 

4. It's very diilicnll to make them see that broadcasting 
is a business 

5. It's cosily to sell transcriptions to ad\crliscrs which 
in turn increases tin- cost of the program to sponsors 

6. It's twice as difficult to sell a client on promoting a 
transcribed program as it is a live show. It's 1oiij.1i 
enough to sell him on the latter. 

7. Persuading a client to key his transcribed programs 
so that he'll know his results is diflicult 

8. Client can't lake customers to the broadcast of a tran- 
scribed program. Thus the show-off pride of owner- 
ship is missing 



Problems willi medium 

1. Stations won't go out ami sell transcriptions, yet the) 
become angry when a transcription salesman won't 
sell their outlets along with tin' recorded program 

2. Stations have to he forced to promote a transcribed 
show 

3. Only recently has broadcasting generally admitted that 
transcriptions are as good if not heller than network 
programs 

4. Stations are too price-tag conscious on transcriptions 

">. It's practically impossible to obtain loiiglcrm com- 
mitments for transcriptions; thus, most series are too 
short to build faithful habits of listening 

6. Too few transcription companies are built upon solid 
foundations; thus, the leaders suffer for the faults of 
the hitchhikers 

7. The risks are great, the profits small 
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Siiigin 9 Sam 

the man behind over 200 Successful sales curves 

For the sponsor Interested in sales, Singin* Sam presents a unique 
opportunity. For never in radio's history has there heen a personality 
liUe Sain . . . never before a program series with sueh an outstanding 
reeord of major sales sueeesses unbroken hy a single failure. 
These arc strong statements that earry tremendous weight with 
prospective program purchasers ... if supported hy facts. Ami 
facts wc have in ahundaiice . . . high Hoopers, congratulatory letters, 
expressions of real appreciation hy advertisers themselves, actual 
before ami after stories hacked with the concrete figures. 
This 1 5-iuinute transcribed program series is the show 
yon need to produce results. Write, wire, or telephone 
TSI for fidl details. Despite Singin* Sam's tremendous 
popularity and pull, the show is reasonably priced. 
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Singin' Sam — America's greatest 
radio salesman. Assisted l»y Charlie 
Magnante and his orehestra and 
the justly famous Mullen Sisters. 

Write for information on these TSJ shons 

• Mr. Itmiiple Multiple 

• Tohy's Cnrntiissel News 

• I.ilY in tin- Great Outdoors 

• The Dream Weaver 

• Mike'ing History 




TRANSCRIPTION SALES, INC., ~£ 

Telephone 2-4974 

New York — 47 West 56th St.. Co. 5-1544 Chicago — 612 N. Michigan Ave.. Superior 3053 

Hollywood — 6381 Hollywood Blvd.. Hollywood 5600 
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^oimI ooiiiiiiiinifv rotations for corporations. It's 
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Spartan W Shield 



465 Spartan Mills Workers 
To Receive Serv ice A wards 

THEY'LL ENTERTAIN FOR SPARTAN Program Is 

Scheduled 
ILj August 23 

|^Efl Fmpteves who have been 

, _^^^HB in |he <,er\ir*> of Trunin 

Prince AlberTB | ji 




in ihe sen ice <>( Sparian 
Mills for continuous pfrtods 
of live years Or lontffr will 
r>e gufsls ( f honor at a 
special program on Silur- 
Jay, August 2\, when Ihfy 
uill t*e pre-fnled w i i h 
iw.irdi in recognition of 
Ihor long employment with 
the Company 

A I ijI 1 1 * 5 ■<tl,«i — Of 
J> i.t 40 |*f nni ol ihr total 
nni l< ( i» y\t rinpluird by 



TV p oj-ia in which ihry 
kill >■ Inn -ml it ulinlulrJ tor 
Tuilff i if 1.1. \\ fl ri taOrsr 



Enter la.Mn*nl for Ihr Aw flit I 23 Servirc Award pro- 
gram at Sparian Mitt* will b* provided by lomt *l the 
country's b*«» known radio talrnt: Paul Howard and Ihr 
Ark.n«i Cot I on Pirlrn UbovO. of Radio Station WSM'a 
worldfamout Grand Oh- Opry " Th* Collen P.tkrr*. a 

'Grand Ole Opry' Program Will 
Be Presented At Snyder Field 

, H. »lf,t I \rl-. at, C" It r, J L .1 

" • t ■• I Ojirj, » p Jt lh t. 



regular Iraltirr ol Ihr bif Saturday ni(rhl radio prof cam, 
will ronw lo Sparlanburf dirnl I ram Nathvillr. rap-re. ally 
lor lha Spartan Mill* program. Thrtr appraranr* will 
rliimi (he program in which 46S rmployot, with fxwt or 
m«rr yeari' irrtnra at Spartan Milli. will mtin awarda 
tn rrrointtion of lhair rmploymrnt w>lh ihr rompany. 

About the Program: 

T\ne i ■ i | pum i"' I I . j.jrliit Mi' . Srmci 

■V» 1 |* k * "' 

Who II I II » 1 Vr*/ ,. fl • . f^ian. Mill * I 



• ■ m tK.br. 
IiM. t«-« iwli 



Tli T nw— 

li 

TV llac 



_ *" Tn""'f 
1 I'itu n< I 



i — Thr n nrl nnl r ( n l Olr C>|.r 
mj Ihr Ark nu C 41 n I'ickrri h- 
" « Si*i * WS.M in S» 



,„<• ■ ^f-ani t<ure tti m lim K lo Sm n 

„ lilr Trnn, rt|-ni>llr 1 Ihr Syrian Milli |.t 
Mill Vhrdoli— Tnr mil «.ll r> n n-nl lor 



mi; iIk i .ran. I < llr (V y 
li >■ ill (< II h il>r |> r>fnia 

I I Vr.. r A»ard» 

II D MU ill or J (f*c I'<1 

l>liil inn m front 

M nit Jl Snidrr Fi 
il r S M 



thr 



p,l an »u|t mir 1 m ol ihr 
I and <l>r niilU rtvc * 
ri>r rMrtKxur *hieh w.lt t» 
l>a 1) lit Waller llroon and 
I fi II |i> lamrd C>aflnrv 



i It "ill l< 
■ Uvrlall lirU -I h 
dr F>rld 

■ti Wtt 



•U 4i >l S Jf Field fur ihr 



r, T, h"is"'°"" 



i|> lUdon lor til cmployri 



A 'Shi«W Euro 

An nlm •dilM of Th» 
Spartan 5hiald, aWaalad lo 
ramaarla aVlail* of lha Aac 
23 Srrvira Award profram, 
will ba poaiahad naal waaa. 
Praarnl plana call (or tbia 
ralra lo ba dialruVulad lo 
rmplopaa on Friday. Auf.il 
li— lha day trlaro ika pro- 
pram 

Watrh laa Ikia aalral Mil 
carry romplata. wp-la-lbo- 
minula plant about lha tola- 
bratioa), whtrh paojll —trl 
lo know. 



Community relations broadcast advertising must be as effectively promoted as any other form of airing 



jdfHt^ From Puerto Rico to Maine, 
f |om Hollywood to Spartan^ 
l)ur{£, S. C, hroa<least adver- 
tising lends* a helping hand in building 
good eoiporate rmiuuunit) relations. 
The methods vary, hut the end results 
are the same— the integration o{ a 
manufacturing plant and its employees 
into the community life of a town. 

That's the surface result of a broad- 
cast advertising campaign. Beneath 
the surface there are many other effects 
that a well-integrated communit y-re- 
lations broadcast campaign can have 
for a sponsor. It can ease the way of 
a sponsor for special zoning and ease- 
ment rights. It can make employment 
at the plant something to be desired. 
It can correct a negative reaction 
which an ill-advised labor relations 
policy has created in a city, as in the 
ca>e of Yale and Tow lie and Stamford. 
Conn. It can inspire workers who do 
a better job to do still better via 
broadcast "■service" awards as aired 
bv Spartan and Beaumont Mills, Spart- 
cnburg. S. C. These broadcasts were 
not just ''for God, Count rv. and 
Spartan."' bill good entertainment with 
top-flight talent and a fish fry or bar- 
becue. In the South where textile mill 
invasions ha\c been suspect, gcnerallv 
considered attempts to avoid nnioni/a 
lion, the service auards to employees 
with fnc to 50 years of company serv- 
ice removed any of the (light-from- 
labor-t rouble stigma that has become 
allached to other organizations, Spar, 
tan's president and treasurer, Waller 
S. Montgomery, made presentation 
talks which were broadcast, and Spar- 
tan and Beaumont became part of 
Spartanburg. S. C. These mills were 
not new to the Soul h. and some of the 
workers were proud on the broadcasts 
(Please turn to page 41) 
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HOW TO TURN BILLING INTO COOING... 



Agencies. . .When talent budgets are slim, Capitol's great 
Transcription Library can furnish you with a variety of shows to suit 
all types of sponsors. The cost is little or nothing. Buy the same 
show in a number of markets or different shows for different audiences. 
The attached coupon will bring you the full details of this unique 
plan for "selective market" radio broadcasting. 



LIBRARY PROGRAM 



A UNIQUE 



SERVICE 




Capitol Transcriptions 
Sunset and Vine, Dept. S2 
Hollywood 28, California 



Name 



Rush information on use of Capitol Transcriptions 
for building shows in selective markets. 



Company. 



Position 



Street 



City 



State. 




age month. Food. .\ntoinoti\ e. 
«cri' off sliglitly (from 5 to 31 
Southern areas are holding their 

his isn t good 



Based upon the number of programs and an- 
nouncements placed by sponsors with stations 
and indexed by Rorabaugh Report on Sel- 
ective Radio Advertising. Reports for August 
'47-July '48 are averaged as a base of 100 



Despite an expected seasonal upsurge. Jammrj placement of selec- 
tive broadcast advertising as indexed by the Rorabaugh Report 
continued down, the fourth month of the decline. Some stations 
continue to do better, but the total oxer-all business is down. Drugs 
took a better than seasonal jump from 159 to 202. doubling its aver- 

and Miscellaneous classifications 
points). The Middle-Atlantic and 
own. remaining at their approxi- 
mate December level. This isn't good, but it"s better than the country 
as a whole. March seems to be the month for Automotive selective 
placement, with DeSoto. Dodge, Plymouth, Ford (starting 21 Febru- 
ary) scheduling intensive campaigns in over 200 markets. Questions 
in the minds of business management are holding up spending of 
allocated funds. 



Per cent 



250 — 
200 — 
150 — 
100 — 

50 — 



AUG I SEP I OCT ; NOV I DEC I JAN 



Based upon reports from 202 * Sponsors 



77 83 




MAR APR I MAY I JUN I JUL 




Aug. '47-July '48 average = 100.0% 



Trends by Geographical Areas 1948-1949 

I jj^^p BUS? 1 1 j 

New England 



250- 2,557,900 Radio families 



200 
150- 



100-|- 
50 



IZIaBIa 



52 



250-j 8,352,100 Radio families 

200 
150 

100 

iODooim 

12,325,000 R a d io families 



250 
200 
150 - 



100 1 
50 



250 
200 
150 
100 
50 



11,399,000 Radio families 



250 
200 • 
150- 
100 - ■ 
50 • 



5,296,000 Radio families 



* !ddd 



o_ 



47-'4B average 100.0% 



Middle Atlantic 



Mid-Western 



Southern 



Pacific and 
Rocky Mountain 



Trends by Industry Classifications 194 8-1949 




•For this total a sponsor is regarded as a 
however, the same sponsor may be repor 
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single corporate entity no matter how many diverse divisions it may include. In the industry reports, 
ted under a number of classifications. 
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as we've 

been s«yi"9 
a || along— 






gr john 

BLAIR 

£, COMPANY 
REPRESENTING LEADING RADIO STATIONS 



• We hope you've seen the fine new booklet of the NARSR*, 
"Spot Broadcasting lets You decide." It's a honey — and as a 
member of NARSR, we're proud of it. 

It repeats a lot of what we've been preaching for years: That 
Spot Radio gives you your choice of stations, times, markets. 
That you pick the best programs in each market, the right 
selling message for every program. That you can reach cither 
one small county or the entire country . . , spend just what you 
can afford . . . and make every single dollar work and work 
and WORK for you! 

Ask your John Blair man to show you this excellent booklet. 
You'll profit by it . . . and you'll enjoy it. Ask him today! 



Offices in Chicago . New York * Oetroit . St Louis • Los Angeles . San Francisco 

'National Association of Radio Station Representatives 
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Example 

# 12 




One Philadelphia advertising 
agency, l-ox and Tans, (lives 
right around the comer! ) is cur- 
rently placing //of its clients; on 
WIP . • • sure enough means 
the agency knows that "W IP 
I 'ro<l net's"! 



STATION MERCHANDISING 

(Continued from page 23/ 

the WLV Consumers Foundation 
which investigates and reports on 
product likes and dislikes. The ad- 
visory group keeps \VI,\\ advertisers 
informed on buying trends. 

Besides the research activities, 
which are little publicized, \\ L\V pub- 
lishes special newspapers for each 
segment of the retailing industry, has 
field men who help achieve distribu- 
tion, and plans a number of regular 
point-of-sale promotions both for pro- 
duct groups and for individual ad- 
vertisers. Typical were WIAV's General 
Mill-, and General Ponds "'weeks.'" 
Hundreds of stores displayed stacks of 
GM and GF products with special dis- 
plays. >>ale increase* were traced to 
the displays and the impetus which the 
"weeks ' gave to the firms' products. 

Because WLW is so promotion- 
miuded. many stations irr its area arc 
also mcrcliandisiug-ininded. This is 
generally noted throughout the broad- 
casting industry. Where one station is 
especially conscious of the sales pro- 
motion facts of broadcast advertising, 
many other stations become nierchan- 
disiug-miiided. W'SAl (formerly owned 
by Crosley and now a Marshall Field 
slat ion ) has an energetic campaign 
\ going under the direction of Manager 
Hob Sampson. W'SAl is sponsoring a 
retail sales training course which is 
reaching 2. 150 retail food outlets. 
These outlets use displays which tie 
ii]) with WSAI sponsored products. 
W'SAl sells its Jon Arthur program 
for instance, on the basis that with two 
announcements an advertiser receives: 
newspaper advertising on the show, 
bus and street cards, taxi tire covers, 
billboards, and point-of-sale advertis- 
ing. 

WING in l)a\ton is a promotional- 
' minded station, as arc all the Pat \\ il- 
I Mains managed outlets. As Ilulh R. 
KCransc. merchandising consultant for 
the station, expresses it, in the Lionel 
15. Moses manner, "advertising brings 
people to the product, but merchandis- 
ing brings the product to the people. 

When (be Chelsea cigarette was 
being sold via the Gin Loiubardo pro- 
grain. \VI\C sent costumed models 
through Da) ton's shopping areas to 
distribute announcements of the "Name 
a Song'' contest. This bringing mer- 
chandising to the people (see cover of 
this issue ) is typical of W 1 NG. 
fl'lease turn to page 44) 




WIP 

Philadelphia 
Basic Mutual 



Represented Nationally 
KIIWARD PETIIY & CO 
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E. T. PRODUCERS' LAMENT 

(Continued front page 29) 

creased because of the ban. Talent 
generally likes transcribing because 
it's able to do a number of programs 
at one session and tbus increase, at 
least for a short time, its earning power 
per week. In many eases, a good 
recorded program has led to other 
good jobs, and everybody's happy. 
The recording scale is not much higher 
than network fees, and cramming a 
number of programs into one session 
makes possible a eost-pcr-program 
that's really lower than a live airing. 

Transcription companies do lament 
the fact that small organizations con- 
tinue to sell programs which were 
made in the Noah's Ark days of re- 
cording. They run into these bar- 
gains when they try to sell a 1919 
transcription series. What makes it 
worse for them is the fact that fre- 
quently the ancient series includes 
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The 

1949 SWING Girl 
Miss Vera Ralston 



* MARKET. . ,WHB*s Golde n Kansas City Marketland 
is a transportation and distribution hub, agricultural capi- 
tal, the home of multi-billion dollar industries. Complete 
data on request. 

* AUDIENCE... wiib-s 27 years of aggressive 

broadcasting have won 3'/£ million listeners who 
swing to 710 for fresh, friendly entertainment and 
solid buying tips. 

+ PROMOTION . . .Willi's alert experts 
advertise, merchandise and promote your prod- 
uct to bring results that will leave you gasping. 



10,000 WATTS IN KANS4 



DON DAVIS 

msioiNi 




MUTUAL NETWORK • 710 KILOCYCLES • 5.000 WATTS NIGHT 
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some of the voi) names tlie\ have on 
their offerings. Many of the reputable 
transcribers would like an industry- 
wide rule that would force recording 
organization? lo place the date of the 
recording on every label. There are 
others who contend that a transcrip- 
tion made during the past few years 
will be j list as good ten years from 
now a- it is today. They're against 
vear-labeling, and are willing to take 
their chances selling against ancient 
recordings. 

"One of our great problems in re- 
cording open-end transcriptions is ihe 



fact thai slations do not abide by any 
code (\AH or otherwise) on commer- 
cial time." states a West Coast tran- 
scriber. "'The result is that we have 
to plan for a flexibility that gives the 
maximum lime an advertiser should 
expect; and still plan t lie open-end 
timing so that an advertiser wanting 
to stick to the industry code can use a 
minimum of advertising and still have 
an effective, well-timed program. That 
Sounds easy. It isn't. We've licked 
it. .but we'd all be heltei olf. in the 
recording industry, if a code was 
lived ii]i lo." 
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Yes any mmutc now KMAO will be the proud possessor oi a 
nice fat 5,000 watts, unlimited, at 630 . . . and we're all sweating 
out the big event. And along with us, there's an audience of on 
and one-quarter MILLION awaiting the new arrival . . . here in 
the nation's 27th market. Let Pearson give you the details! 

MBS * TSN 
MUTUAL IN SAN ANTONIO 

KMAC-KISS 

Howard W. (Papa) Davis, owner 

Represented Nationally by John E. Pearson Company 



There is one problem which faces 
transcription organizations which faces 
everybody who sells programs. Ad- 
vertiser* buy what they like and not 
what will tc\\ their products or serv- 
ices. It was the exception to this rule 
that built the great firms of Procter 
& Gamble. American Home Products.. 
Sterling Ding, and the few other con- 
sistent users of daytime radio. If 
they had bought only what their ad- 
vertising departments enjoyed person- 
ally, they'd never have found the day- 
time serial device which delivered 
lower cost sales than any medium. 

The local and regional sponsor 
would like to buy a program thai 

' would give him prestige. Frequently 
he buys such a program and it doesn't 
produce sales, lie blames the medium 
and frequently transcriptions also. \ 
giant corporation can often buy a 
prestige program and not sufTcr too 
much l>\ the purchase. The organiza- 
tion that requires direct sales can't 
afford a good-will offering. One of 
the reasons why the Frederic Ziv or- 
gRiii/.ation went into producing pres- 
tige items like lionald Col man's 
Favorite Story was because it bad 
grown tired knocking itself out selling 
shows that did great selling jobs for 
sponsors but didn't lift the advertiser's 
ego. Ziv in Favorite Story combined 
a class formula with enough promo- 
tion and star appeal to both sell and 
gratify the "big shot'' desire of adver- 
tisers. Transcription producers lament 
1 1 .at they have to keep both sales effec- 
tiveness and man's vanitv in mind 
every time tbe\ record a new program. 
If thev don't, and the result is a show 
w ithout class that sells like the devil, 
it costs them too much to sell it and 
tc keep it sold to advertisers. If it has 
prestige without sock sales appeal, 
then it seldom wins renewals and sell- 
ing one 13-time series doesn't pav off. 

"Transcription production is a big. 
an expensive business. ' points out the 

• 1 1 ensure! of a nationwide c.l. produc- 
ing corporation. "Most of us have 
all our profits tied up in master record- 
ings and pressing while we worry 
about bow soon TV is going to take 
over. One thing most of us are cer- 
tain of is ihat television will move in 
on the networks long before il hits 
broadcasting at a local level. At least 
that is what current surveys seem to 
indicate. liefore "> a.m. viewing is 
practically nil. Daytime viewing is 
still a great big question-mark. (TV 
(I'lease turn to page 12) 
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GRAND COULEE DAM 

. . . largest there is, supplies power for Northwest 
industry to the humming tune of 15 billion kilowatt 
hours of electrical energy. That's power for (among 
many others) the great aluminum plants which pro- 
duce half the nation's primary aluminum! 

BUYING TIME ON KJR 

. . . you reach 1,178,303 listeners in a market that's 
industrially alive — unlimited — growing! 

"And the beauty of it is," KJR's 5000 watts at 950 kc. 
penetrate this market with 90% coverage of the 
important area reached by any 50,000 watts— at 

far more economical rates! Comparison proves 

=z KJR's plus value to any advertiser in the Puget Sound 

|== ^^== country! 

SEATTLE — = 5000 WATTS at 950 k<. For more "beautiful" fatts, talk with AVERY-KN0DEI, Inc. 

* Check your 8. M B. 

rn Washington 

An Affiliate of the American Broadcasting Company 
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I*ictk<Ml I*«II14-1 

answers 
>lr. Uovd 



Thcx certainlx 
can re-emergo as 
a strong selling 
factor in TV . . . 
ask anv of us 
connected will) 
T h r II o if d y 
Doodx Show on 
NBC-TV. We've 
had plenty of 
proof already. 
You might not think that Polaroid T\ 
Filters could he sold through a chil- 
dren's show- hut about .">().( MX) were 
sold during a period when Polaroid 
was sponsoring a segment of the show. 
The I niipie Alt Mfg. (."»., now s|x>n- 
soring a 1.1-iniiiule weekly portion of 
the show, eau tell a spectacular si or) 
of sk\ rocketing sales traceable direrth 
to this TV advertising. We hear con- 
tinuallx of parents bringing ehihhen 
into to\ stoics with Junior shouting: 
"Mania! I want a I nitjue tox !" 

The makers of Mason candy bars 
are now sponsoring a portion of 
Ihnaly Dandy on the full \1 MI-TV 
network because a fix ("-week test Ion 
WMVr. Noxv "lurk, onlx). olTering a 
"hiHiiniitig lariat'' for two wrappers, 
brought in a total of more than 'Ml(M) 
w rappers. 

It scenic a- though we haxe onlx 
to mention a thing in passing on 
llmiily Dootlv and thousands of kids 
spring into action. One day reccntlx 

40 



Mr. Sponsor ask*. 



j ""[Vo^rani:- appealing «<>l<d) In llie 6-12 year old* 
("Inele Don", rlr.) Iiave virtually disappeared from 

r 

radio. Can ll»*y re-emerge as a selling faelor in tele- 



vision : 



v 



R. Stewart Boyd 



Assistant Advertising Manager 
Notional Biscuit Co., Inc., N. Y. 



we had a contest, with two kids from 
the "peanut gallery'' building trains 
from milk cartons. For day* after- 
ward xxi! xxcre swamped with calls and 
letters inquiring where the chassis 
xx heels for the cartons could he 
bought. 

The kids — even down to the small- 
est ones, it seems- are quick to catch 
trade names and to identify items we 
show. I -u-i-q-u-e is not a particularly 
easy word for small children to pick 
up, but to llowdx's young fans it's as 
simple as c-a-t. 

The fact that llowdy is winning 
friends, and influencing them plenty, 
is due to the fact that the show is 
based 1(1(1' «' on wholesome entertain- 
ment. This is a path from which radio 
strayed badlx in programing for the 
6-12-year-olds, with a result that much 
criticism was heaped on radio s head. 
It looks to us as though TV can en- 
tertain the kids wholesomely, even slip 
in a little education here and there, 
and sell 'cm just about anything you 
want Mom ami Pop to buy for them. 

Bob Smith 

llowdy Doody Show 

Xcw York 



Television, of 
course, offers a 
more serious 
challenge to radio 
than anx thing in 
recent years. TV 
is already forc- 
ing the oldei 
in e d i u m t o 
"sharpen-up,'' to 
become self-crit- 
ical, and to search for new and better 
techniques. Programs and production 
in radio, in my opinion, haxe slipped 




into a rut. This is particularly true 
of children's programs that haxe (or 
should haxe) a strong educational 
slant, as well as children's entertain- 
ment. T\ , on the other hand, offers 
some highly commendable children s 
programs, both from the parent's point 
of view and from the advertiser's. 

When TV was just getting started, 
few of ns realized t he terrific "sock" 
the medium would haxe for xonng- 
sters. Today, the increased impact 
means that children pay a good deal 
more attention to what they .see than 
xvhat thcx hear on the air. For TV 
advertisers, this means belter sponsor 
identification and increased sales of 
whatever product is being sold to the 
children's audience (and thus to their 
parents') . 

.Much of the success of children's 
programs* in TV is inherent in the 
nature of TV itself and its increased 
power to impress. As an example of 
this. I should like to mention the 
"preachers"' presented on the Small 
Fry Club on DuMont. 

These "preachers" are not prepared 
bv "Pig Brother", but are done by the 
children themselves. They are draw- 
ings, illustrating little lessons in safe- 
tx. discipline, neatness, health, and 
other matters of child education. Since 
the) arc made bv the children thorn- 
selxcs. this, 1 feel, makes them cnii- 
nentlx acceptable to our youthful 
audience 

The mothers of our 7<>,0()<) Small 
Fry Club members tell lis that their 
children learn things along with Pino, 
our C.atewax Productions puppet with 
the yen to investigate even thing. This 
could never be done on radio, and is 
only one of the factors that have made 
radio programs appealing to children 
almost disappear. 

SPONSOR 




With TV's wider, more flexible 
juvenile programing ideas, and its 
power to create high sponsor identi- 
fication in young minds, children's 
programs will undoubtedly re-emerge 
in TV as a strong selling factor and 
an advertising tool of ever-increasing 
usefulness. 

Hob Kmeky 
Small Fry Club 
i\'ew York 



Programs appeal- 
ing to 6- 12- yea r- 
olds can definite- 
ly reemerge as a 
selling factor . . . 
in TV. Perhaps 
one of the rea- 
sons many juve- 
nile radio pro- 
g r a in s were 
ineffective in sell- 
ing the sponsor's product was that the 
program could not hold the attention 
of children intensely enough to keep 
them interested. For instance, the 
adventures of the principal character 
in a children's radio program may 
have served only as a background for 
the personal adventures of each child 
in his or her imagination. As a 
result, many of the children never j 
really listened. 1 

In television the children's programs 
demand, and I think get, a child's un- 
divided attention. The child must look 
as well as listen. He cannot dream 
his own adventures or identify him- 
self with any of the characters since 
the actions of the character on the , 
television screen are live and real. The j 
characters become personalities which 
he sees and likes or dislikes as he 
would any friend or enemy'. Naturally, 
when his friend on the television 
screen tells him that a product is a 
good thing to own and shows him why, 
he will react in much the same man- 
ner as if a real friend had told hini. 
So his desire to buy and influence the 
buying in the home is intensified by , 
the sight of the product and bis rela- I 
tionship with his television friend. 

There is evidence to prove these , 
two points. "Jolo'", the clown on the I 
Lucky Pup program, is the friend of 
many thousands of children in the 
television audience. Daily he receives 
hundreds of gifts, detailed plans on 
how be can thwart "Foodini," and 
just plain fan letters. Recently. Jolo 
(Please turn to page 58) 
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South Florida's 100,000 residents and many of the 2.000,000 visitors 
they entertain caeh year are greeting television NOW. WTVJ, chan- 
nel 4, Miami is now testing on the air. WTVJ is affiliated with 
Wometeo Theaters, Miami's most progressive movie circuit. 

full co in in ercial p r o fg r a in s <• li <■ <1 u 1 e 



.... within the month. Featuring live tele- 
casts of famed Florida sports and the liest 
in films. Complete remote equipment. Full 
studio and production facilities. 




17 N. W. 3rd St., 



Miami, Fla. 



Bob Venn, General Manager 
Clyde Luca*, Program Director 
Max J. Weisfeldl, Sales Manager 
F.arl Lewis, Chief Engineer 



represented by Forjoe & Company 
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E. T. PRODUCERS' LAMENT 

t Continual from page 38 1 

in the Daytime \> M'OXSOKs current 
report on tclcca.-l i iiji in this issue, page 
21). We feel that transcriptions will 
furnish a great portion of early a.m.. 
duvtime. and after 10:30 p.m. broad- 
easting throughout the nation. Adver- 
tiser* >hoiil(l start realizing that in 
linn- 1 \ area? they'll liaye to continue 
to use radio for a long time to conic. 
And transcriptions arc the wav to do 
it piograinwise." 

The transcription producer's lament 
is hased ujion the fact that he's in a 



national business, hut has to do 90 r <' 
of his selling at a local level. He'd 
like to cut down liis sales- cost and 
that Mould help sponsors —hut when 
he does lie lias no sales. 

Even when transcriptions- arc paid 
for on a dealer-cooperative advertising 
hasis (manufacturer and retailer shar- 
ing costs), the producer has to go out 
and do the selling. 

"Nobodv loves a transcription pro- 
ducer hut the sales curve." - is the final 
summing up of a recording program 
executive's lament b\ himself. "It's 
a good thing for us that transcriptions 
sell merchandise.*' . . . 



SOUTHWEST VIRGINIA'S f'fQWe&l RADIO STATION 




Tin* market in \\ DUJs total KMIi nncrap- 
un*a rt* | indents 'A7>.~'.\' t of \ irginia*.* total 
buying power. (Ami ~. ( HV'< of \\ est \ irginia s.) 

In .-)()', or IwtUT MM It rmwujr.- \\ l)H.| sells 
to 23.7'? of \ ir<jinia*s5 |»tivin<j; power. Ask 
KKKK & IM-TKKS! 



TV IN DAYTIME 

(Continued on pape 25) 

Savs Sterling's president. James Hill. 
Jr.: "At one time virtual!) all of 
Sterling's advertising was concentrated 
in radio, hut we do not expect again 
to place reliance on a single medium'*. 

What this means in terms of adver- 
tising dollars is alroad\ evident. Sterl- 
ing has reduced its 1919 radio budget 
by $1,000,000 I Cancelling radio pro- 
grams to do sol and will divert an 
estimated {{()'< of it lo TV. the ma- 
jority of it during the daylight hours. 
To old hands in the agency husiness, 
this shift of Sterling ad dollars is no 
mere matter of re-allocaliou of adver- 
tising funds. Sterling was one of the 
first adv ertisers to pull sizeahlc chunks 
of money out of other media to go 
into dav time radio in the carlv 1930s. 

(•tiler advertisers have already taken 
the dav time initiative. For nearly a 
J ear Swift \ Co. had the Swift Home 
Service Club on NBC-TV with Tex 
an 1 Jinx Met rarv hefore it switched 
over to its fancier nighttime show with 
Lamn Ross. Three of the Duane Jones 
clients had an extensive run with the 
carlv afternoon Missus Coes A-Sliop- 
pin audience participation show on 
CBS-TV. During the war years, Lever 
Brothers experimented with TV ver- 
sions of two of their soap operas. Aunt 
JeniiY and Hip Sister) for a few weeks 
on DuMont's WAB1), \.V. The re- 
sults of these experiments and for the 
most part these and other programs 
like them were experiments? — from a 
sales standpoint were often good and 
sometimes excellent, hut they were pri- 
marily the result of an advertiser's de- 
>irc to "feel the way" in TV. and to 
give his stall a workout with visual 
techniques. 

The initiative with daytime TV, as 
it was originally with radio, still rests 
with the TV stations and networks. 
Mlhoiigh the majority of agencies is 
extremely interested iu what is hap- 
pening to dav time TV. most of them 
are cautions about recommending it to 
clients as an advertising medium at 
present. 

DuMont is the first TV broadcaster 
to air an extensive schedule of day- 
timc TV programs, beginning early in 
\ovenibcr. 191.1. Programing now be- 
gins at 9:0(1 a.m. with the DuMont 
Kinder put ten, and carries through a 
davlimc schedule of w omcn's-interest 
telecasts that range from Hollywood 
gossip to music and needlework shows. 



ttftff Hkjj^k I CBS - 5000 WATTS . 960 KC ^ 

WB I I OwntJ and Opttattd by th, 

WW 11 1" 1 ! TlM£$- WORLD CORPORATION fit, 

mm mw mwW roanoke, va. /Jl/ 

FREE A PETERS. INC.. National J?*pr*i t n taf i v« _.Mf 
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DuMont began daytime operation 
for several reasons. For one thing, it 
looked to DuMonfs Commander Mor- 
timer Loewi as though low-cost day- 
time programing was going to l>e a 
"bread-and-butter'' portion of their 
operation. For another, DuMont (un- 
like NBC. GltS, etc.) had no worries 
about undermining their daytime rate 
structure in radio. They see in day- 
time TV a chance to strengthen their 
industry position as a program pro- 
ducer. A lesser, but still important 
reason is the fact that DuMont set 
dealers had been asking for program- 
ing, not test patterns, to help demon- 
strate sets to customers during day- 
light business hours. 

The programing at DuMont is ex- 
ceedingly simple, both to keep over- 
head down and because of studio limi- 
tations. Programs are designed with 
listening as well as viewing in mind. 
The DuMont theory (which still re- 
mains to be thoroughly proved either 
way I is that the daytime audience in 
TV, as it is in radio, is primarily an 
audience of women. The bulk of these 
women are homeinakers who are bus) 
around the house during the da) light 
hours. Thus, the housewife can turn 
( Please turn lo page 16 ) 




. . // at local 
station cost 

See your station 
representative or write 




feature programs, inc. 

~ff 113 W. 57th ST., NEW YORK U, N. T. 



it's easy. 



IF YOU 
KNOW HOW! 




ivery time-buyer knows the danger of jumping to the 
conclusion that high power and major-network affiliation 
make a radio station tops in its area. Wc of KWKH have 
50,000 watts and are CBS but wc also know it takes experi- 
ence to run an outstanding operation in the South. 

KWKH has had 23 years' experience in broadcasting to 
this area. We've worked hard to learn what type of pro- 
gramming appeals most to all segments of our audience. And 
then we've spared no trouble or expense to give our listeners 
that sort of programming. The result is that the Hooper 
Station Listening Index proves KWKH to be one of the most 
outstanding CBS stations in the U. S. 

. Let us (or The Branham Company) give you all the facts. 
Wc think you'll find that KWKH is a MUST for you. 



KWKH 



50,000 Watts 



SHREVEP0RT 



CBS 



Texas 

Arkansas 
Mississippi 



The Branham Company, Representatives 
Henry Clay, General Manager 
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PRIDE OF THE TOWN 

i Continued from page 32) 

to admit to over 10 years at I lit" looms. 

Bates Manufacturing Company is an 
old textile firm tliat never moved out 
of New Fngland. Hales ha.* l>een part 
of Maine tradition for generations, as 
is indiealed by tlie founding of Hales 
College in H>64. Hates has a consider- 
aide number of French-Canadians 
working for it who don't know too 
much about America and ils traditions 
it's close to the Evangeline country!. 
Hates wants them to think of themselves 
as Americans, to know the traditions 
of Maine, and to be happy lite) arc 
part of the Hales family, ll uses two 
stations in I.cwiston. one in Augusta, 
and one in Portland lo present Do low 
Know Maine? 

The growing importance of com- 
ninnilv advertising is best indicated bv 
ihe fact thai the newest series of book- 
lets being planned for distribution by 
ihe F.S. Chamber of Commerce starts 
oul wilh Community Relations Adver- 
tising. The manufacturer who ignores 
his hometown eventually gets into 
trouble with the people who live in the 
low n and with the town's fathers. 

While many firms haven't reached 
the point where they schedule regular 
weeklv broadcasts, more and more 
organizations turn to radio for special 
occasion broadcasts which link the 
firm and the town in which they do 
business. Typical of these Christmas. 
Fa.-ler. and other holiday programs 
was ihe broadcast over WCSS. Amster- 
dam. New York, of the Mohawk Mills 
chorus of 110 voices, together with a 
Christmas greeting from Mohawk's 
executive \ .p.. Herbert F. Shuttles orth. 
2nd. ll was a huge success, not alone 
because it enabled Mohawk's carpet 
workers to hear the voices of their 
fellow workers in song, but also be- 
cause Mohawk promoted the occasion. 
Two days prior to the broadcast, ads 
announcing it ran in the local news- 
paper. WCSS carried announcements 
of the broadcast for four da\s before 
the caroling. The program was re- 
pealed, transcribed, on Christmas eye- 
niug so that the singers could hear 
thenisehes. Three concerts bj the 
choral group are given each year, and 
tin 1 ) fill ihe Junior High School audi- 
torium to overflowing, necessitating 
matinee and evening performances. 
Mohawk is important to the economy 
of \nislerdatn. but il still wouldn't be 
a fiiendly part of ihe lown if com- 



munity relations were neglected. 

It doesn't take big gestures to 

develop g 1 eonununil) relations. 

Frequently little gestures accomplish 
far more than grandiose broadcasts. 
One local firm broadcasts once a week 
a list of items left on local buses. What 
this means lo bus travelers can best be 
indicated In the fact that less than 
V i of lost articles are unclaimed in 
this town, while over 7."> r ( are un- 
claimed in a normal transit area. An 
amazing number of people fail to recall 
where they may have lost personal 
belongings. The firm sponsoring the 
bus losl-and-found articles lias related 
ilself to its town. 

While internal house organs are ex- 
pected lo carry part of the community- 
relations job of man) great corpora- 
tions, the) fail to have vital influence 
on the community families — the wives 
and children of workers and lown folk. 
Broadcasting can be. and is in a num- 
ber of cases, an oral local house organ 
for manufacturers. In one area. James- 
lown. New York, manufacturers not 
onlv use time as a group, but the Art 
Metal Construction Company. Auto- 
matic Noting Machine Company, and 
the Yational Wor-ted Mill also ha\e 
programs of their own that relate their 
aclh ities to Jamestown. 

Vltbough sponsor has made no in- 
tensive survey of the number of firms 
with community-relations programs, 
oyer f>00 stations have sponsored this 
lypc of broadcast. Public utilities, 
worrying, of course, about govern- 
ment ownership, are in the forefront 
of community-relations broadcasts. 
From Canada (Northern Fleet rie 
Company) to Florida (Florida Power 
and Fight Company! utilities extol the 
land thev live in. 

Some utilities like Central Illinois 
Fight Company (Peoria b have pro- 
grains on which free lime is given lo 

l-profit clubs and organizations 

which have something to tell their 
localities. When a utility ceases to be 
thought of as part of the town it 
serves, there's trouble ahead. Hroad- 
casting. being a personal advertising 
medium, is ideally' suited to being the 
link between a utility and the people 
il serves. Community relations is a 
number one project for utilities. 

There's a hat company in Sunburv. 
Pa. (Fasallel which realized that 
workers gripe most about their jobs 
yvhen they gel up in ihe morning. 
Frgo. Fasalle did something about it 
il sponsors oyer WKOK a disk jockey 



early a.m. session. 

.Many manufacturers turn to local 
broadcast advertising in their own 
towns only' after they've bad trouble 
with their employees or with the town 
itself. That, admit most coinniunitv- 
relations program sponsors, is not too 
wise. Problems with employees and 
y\ ilh the towns in which great corpora- 
tion plants live arise 99 times out of 
100. They seldom can be avoided. 
Wise management goes to work on 
problems before they become aches. 

When a business is "the pride of 
the town." there's less chance of its 
stubbing ils toe. « « « 

STATION MERCHANDISING 

(Continued jrom page 36) 

Many stations maintain regular mail- 
ings to retail outlets. These can take 
the form of penny post cards like 
WlIBC's (Canton. Ohio}. The stations 
also send out regularly for sponsors of 
ibis program elaborate grocery - , drug 
and general store trade lellers. 

WCAF (Pittsburgh) makes special 
mailings for clients, as well as monthly 
Grocery Briefs and Druggist Briefs. 
'I hese not only carry retailing news, 
hut also merchandising and program 
information about what's going on 
over WCAF. Many of the retail sales 
promotional mailings are syndicated in 
nature the station adding its own one 
or two pages to the prepared material. 

WCAF has an established point-of- 
sale route. Thirty Sun Drug outlets 
carry counter cards which have slots 
for a photograph of a program per- 
sonality and merchandise tie-ins. 

Out in the Northwest, the stations of 
ihe Pacific Northwest Broadcasters 
group have merchandised through a 
regular Parade of Produets. The 
Parade promotion includes a special 
15-minule program on the air. as many 
as 25 announcements a week and point- 
of-sale streamers and cards. When 
P\H merchandises a product, it be- 
comes that sponsor's week on the 
I'M! station. 

It's not him* il's done but how effec- 
tive it is. That's why WFW has prac- 
tically the highest network station rail- 
card in broadcast advertising, and 
WNFW's rates are tops for an inde- 
pendent metropolitan station. 

And a good proof of merchandising 
effectiveness is to check radios in re- 
tail stores. In any Italian merchant's 
shop in New York, the dial is usually 
set for WOV. * « « 
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0^ 



in the morning (8 12 a.m.) 
(^) in the afternoon (12-6 p.m.) 
and in total rated periods 



*October-November Hooper Ratings. 



This business of leading the pack is getting to be a habit at WFBR. 

And we're leading not only on the Hoopers, either. We're way out in front in 
audience interest — audience loyalty, too! 

Witness: recently one of our M.C.'s mentioned that he had some studio tickets 
available. He mentioned it just once — and Uncle Sam's harassed mailmen 
brought requests for 113,952 tickets. 

Add it up: all our firsts — audience loyalty — constant newspaper and car card 
advertising — a house organ, modern, handsome studios — and 100,000 people 
that see a broadcast in those studios every year — and your total has to be: 







' FM 

— - 


AM ' 




the BALTIMORE STAT^NW^ 


100,000 P«-">J 





ABC BASIC NETWORK • 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 



28 FEBRUARY 1949 



YOU MIGHT BAG 

A SIX-FOOT MOUNTAIN 

LION*— 




BUT... 

YOU NEED 
WKZO-WJEF 
TO CAPTURE WESTERN MICHIGAN! 

W estern Michigan, embracing both (>ruml Kapids anil Kala- 
mazoo, is a wonderful market. Hut like any oilier, it's got 
to l>e reached to he sold. Ami because of a freakish condi- 
tion of "fading" in this area, outside stations simply don't 
get through consistently into Western Michigan ! 

WKZO. Kalamazoo, and WJEF, Crand Kapids. are West- 
ern .Michigan's lopllighl leaders, combining excellent cover- 
age irilh /oil' rates. Our Hoopers prove real audience pre- 
ference in our two big eities. Hy projection, yon can figure 
that this preference boils down to alioul '2'A% more city 

listeners alone and onr I5.MI5 figures show even higher 

aiidiencc-dilTerciilials in the surrounding territory. Itesl of 

all, the coiiihinati f WKZO-WJKF costs .'{«% less than 

the nevtdtesl two-station combination in Kalamazoo ami 
(irand Kapids. 

Write to us or to \\ ery-Knodel. Inc. for all the facts! 

X- J. li. I'uftrrttnn Icittrit a ^Tn.pound mountain tion at tiiUAkli; Arizona, in March, 1917. 



rrr> 



7TT 



WJEF 



jfatt in KALAMAZOO | ftfat in GRAND RAPIDS 



m4 MUm WHT1RN MICH ISAM 

(CM) 



AND KENT COUNTY 
((II) 



BOTH OWNED AND OPERATED BY 
FETZER BROADCASTING COMPANY 

Avery-Knodel, Inc., Exclusive National Representatives 



TV IN DAYTIME 

(Continued from page t.'ij 

away from her set. glancing al it mra- 
sionally. and still have the program 
make sense. With this program theory 
underl) in™ tlie actual production of 
visual air shows. DuMout's daytime 
programs have been criticized often 
for being ''radio shows with cameras 
turned on them." That statement is 
true. Hut the DuMont method of pro- 
graming simply, and basing most of 
their programing around personalities 
rather than elaborate sets, makes for 
low-cost TV operation. After six 
weeks of (lav time operation, DuMont's 
daytime cost sheets showed that they 
were running in the hlack. DuMont 
expects to do even helter as other sta- 
tions on the DuMont network fWTTG. 
Washington: W'DTV. Pittsburgh: and 
\\ XI1G. New Haven, are carrying Du- 
Mont networked daytime shows now) 
are added and the cost-per-thousand is 
lowered. 

At present DuMont is producing 
shows with one studio, a few perma- 
nent sets, minimum camera crews, as 
well as cost -cutters like the eioek- 
weather-tenipcralurc devices (varia- 



KMLB 

KEY TO RICH 
NORTHEASTERN 
LOUISIANA 
MARKET .... 



• MONROE 
LOUISIANA 




FACTS — 

*KMIJt serves a 223 million dollar 
market encompassing 97, 1 10 radio 
homes — all within KMLIt's one mile- 
Mil t eon toti r. In area this includes 17 
parishes in northern Louisiana and 
3 counties in Arkansas. 
*BMB report. 

5,000 WATTS DAY 
1,000 WATTS NIGHT 

AFFILATED WITH 

American Broadcasting Company 

Represented by 

Taylor-Borroff & Company, Inc. 
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lion,* of which have been ill wide use 
in the T\ i n< I ust r \ for some tunc 
Notable is the \VI!KI!. Chicago, use of 
;i "Multiscope" device, three hours a 
day of which is sponsored In Philco. 
To fill in odd chinks in the daily pro- 
gram schedule I almost none id it can 
he rehearsed except some of the music 
.-hows) DuMont plays oil nearly an 
hour-and-adialf of film recordings of 
\arious nighttime shows I usually from 
the preceding night) as an audience- 
building promotion stunt. I'rogram 
costs for a typical l.>ininutc show in 
such a schedule Ion a five-a-week basis 
for 26 weeks, using DuMont-owned 
WAHD. W'lTC, and WDTVl conies 
to roughly Sl.iiSO a week for time and 
talent, with few, if any, extras. 

NBC's daytime schedule is more re- 
cent, and so far confined to WXHT, 
X.Y.. for the most part. Daytime T\ 
network service for NBC is only an 
hour, between 5-6 p.m. Mon.-Fri.. 
when These Are My Children I from 
Chicago). Musical Brevities (from 
Philadelphia!, and Howdy Duody 
I from New ^ork) are being televised 
via cable. The rest of the daytime 
schedule, which started early this 
month (Fcbruanl, is seen in New 




WATTS 



SERVING 

HANNIBAL— QUINCY 




PROSPEROUS 

ILLINOIS - IOWA - MISSOURI 
NATIONAL REP. — JOHN E. PEARSON CO. 



t33EE> 



t[l070 KC 



Til- ST*TI *miA 
IOO0 WATTf * DITI 



^oik from 2:30 on in the afternoon. 

WNBT's programing, like l)u- 
Mont's, is simple and ranges from the 
honicinaking Hess Johnson Club to the 
instructive Fun At the Piano and a 
late-afternoon kids' story-telling ses- 
sion. Once Upon A Time. It was cre- 
ated from scratch in a back-breaking 
mouth or so of hard work, principally 
because of the demands of TV viewers 
for daytime programing, plus NBCV 
desire to establish the habit of view- 
ing (more important in TV than in 
radio because of the increased diffi- 
culty to the viewer of changing sta- 



tions quickly I NBC piogranis in a 
field of TV where Du.Mont had a head 
start. 

The program problems of VVNBT 
fall into a pattern that will have to be 
met by many other T\ stations which 
will be originating many of their own 
daytime programs, and not merely act- 
ing as relay stations for network T\ 
service. Since audition facilities for 
daytime programs were limited, deci- 
sions on programing hail to be made 
quickly. It was apparent from the 
start land also to a degree in the 
results obtained on pioneer daytime 



No other station — 



Cliicc 



nca^o or elsewhere 



COVERS 

South Bend . . . 
onlv WSBT does that ! 



Sure, oilier stations can he heard in South 
Bend — hut the audience linens to WSBT! 
This station always has been, and still is. the 
overwhelming choice of listeners in the South 
Hend market. No other station even comes 
close in Share of Audience. Look at any Smith 
Bend Hooper for convincing proof. 




PAUL 



RAYMER COMPANY 



3 0 0 0 WATTS 



NATIONAL REPRESENTATIVE 
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ojK'l jt km.- like IhiMont's Okay Motln't 
and CHS-TV's Missus Goes A-Shop- 
pin') that personalities, and not just 
program idea*, were going to ho tlir 
ha< kbone of davtitnc 1 \ ])i ograniing. 

oil can alwavs change idea* to 
lit a personality ." sa\s one MIC-TN 
executive, "lint with that camera right 
in a performer's la]). vou can't change 
personalities to fit program idea.-. 
Sine, a Crosbv or a (rodfrcv i.- hard 
to find. Hilt when vol] do . . . building 
a low-cost show that will produce re- 
sults becomes a lot easier. 

A- si*«>.\m»K goo to pies-, none of 
the \V\HT davtimc -hows lias been 



sold. However, \HC plan* to extend 
its daytime programing to the morn- 
ing hours on \V\HT and to service a 
daytime network. XMC is holding to 
the firm conviction that its pus-hive 
approach to the problem of building 
TV audience.- in the da) time will work 
successfully for it. 

CHS. although one of the earliest 
organizations to work with davtime 
TV. lias less than two hours of actual 
daytime TV on the ail now. Jack Van 
\ olkenburg has already rev ealed plans 
to step up davtime TV production to 
the point where CHS is programing 
sonic 16 hours a dav, hut it isn't likely 



T^mc /teae/e % f&3 tinted ctdi 




> WOAI LISTENING 



'/'I \' N HOMES 



2m 



NEXT HIGHEST STATION 
LISTENING HOMES 



OAQmOQOQO^mfJ 13V2% 




HiGHume 

WOAI LISTENING 
HOMES 



***************** 



35% 



NEXT HIGHEST STATION 
LISTENING HOMES 



************ 



12% 



The new Hooper Listening Area Index shows: WOAl 2 to I in 
daytime, 3 to I at night, over the next most popular station! This 
Survey, filled with facts obtained from a cross-section of homes 
in the area* proves that now, more than ever, WOAl is "the 
most powerful advertising Influence In the Southwest,** 




If you want to get your message into the 
homes of these Texans, remember that 
WOAl is the only single medium affording 
complete coverage. 



Hadio tamitnt lifltn ngnlail\ lit X ft M 

a*//. />.,( ,tmt (imti shall v« i) 



WOAI 



NBC* ifl.MJ W * CLE Aft CHANNEL * tqti 



R«p(«l«nt«< b, EOWARO PETRT t CO. INC.- • 



Nc* York. Chic»(o. Lot An(clci, Oelioil. St. Louis. Sin Funcilco, AllJntJ, Bolton 



that it will come for some time. So 
far. (.HS is sending \ia the smuth- 
bound cable film short- between 12:45 
and 1 :00 jkiii.. Warren Hull - audience 
participation show between 1:00 and 
1 :.'?(). and a fashion show called ] r au- 
ily Fair between 1:30 and 2:00 pin. 
From 2:00 to 2.30 p.m.. there is aiied 
locally on WCBs-TV a Department of 
Agriculture film -(lie- called The 
Earth li e Lire fly, 

(.MS s immediate plans foi an ex- 
tended use of daytime TV are rather 
incomplete. Like WW.. CMS expects 
to do most of its programing and its 
-elling around personalities that have 
already proved lor at least have a 
strong potential I themselves populai 
with daytime T\ audience.-. Al-o like 
WW., none of tin ( 1!> da) time sh<>w^ 
lias been sold to national ;id\ ( i ti-ei -. 

'1 he last of the network organiza- 
tions which will have a daytime T\ 
operation i- AHC. and it is one that 
will be handled on a different basis 
(for the beginning at any rate I than 
the other networks. AHC- plan-, 
which will he tested on a full scale 
first on W.IZ-TV. \.\ .. center around 
a sort of switch on sto recast inc. In 
the Aew York area. W.IZ-TV and thp 
production firm of Modell & llarhruck 
arc installing lfi-iueji TV viewing 
unit- (one master set and four viewers 
per location) in nearly ,i hundred 
stores of the Grand I nion ( bain. The 
installations are expensive, and are ex- 
pected to top $200,000 before telestore- 
easting gets under wav in 100 stores. 

The actual programing for this new. 
almost point-of-sale TV will hinge on 
a two-hour variety show called Market 
Melodies, which will feature a melange 
of programing device.- (weather, news, 
guest stars, fashion-, -hopping hint.-, 
etc.) that have proved themselves re- 
liable in programing afternoon wo- 
men s participation periods. Carrviug 
the load of the "personality" needed 
to wed the elements together is Anne 
Mussel], who will face the tough -ched- 
nle of a 2:004:00 pin. -lint ailo-- 
I he-hoard. 

The s\sl(in i- much -like that of 
storecasting Home viewers as well a- 
dioppers in tin (rrjpnd I nion -upei 
markets will he ahlf to tiint in the 
show. The viewing units arc placed 
at strategic point- in the -tore I i,c. 
ncai the check-out counters where long 
lines of shoppers wail to havn their 
purchases totalled, etc,!. The piogram 
will not he sold as such, hut on the 
basis of onc-minnlc participations at 
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llic fin I ralo of SI 20 cacli on a six- 
daV'week, 13-week contract. To avoid 
jamming 1 1] > the flow of traffic in a 
slore. the visual portion of llic show 
will he interspersed Willi periodic 
"'sialic pictures-aiid-music" segments. 

The Market Melodies operation had 
a trial run in upper Manhattan in De- 
cember, when some test installations 
were put in. and a series of "bor- 
rowed"' TV film commercials were run 
oil for the henefit of store traffic in 
three of the Grand I nion stores. No 
figures were taken at the lime on the 
actual results, hut the store managers 
are said to have been delighted with 
the boost that it gave to o\er-the- 
eoit liter sales. A sizeable increase also 
was reported in the "impulse"' pur- 
chase, after the product was seen on 
TV. 

ABC is already planning further 
use of this system as a pay-as-you-go 
nucleus of daytime TV programing for 
the ABC-owned TV stations in other 
markets, and AI5C affiliates are also 
investigating (they have first refusal 
rights to the system) its use in their 
markets. The system takes initial cap- 
ital to develop, but is expected to pay 
for itself with the low-cost program- 
ing planned for it. plus the obvious 



advantage to sponsors of point-of-sale 
impact for their product messages. 

\ less expensive, but effective sys- 
tem of programing via special TV de- 
vices in the daytime has proved suc- 
cessful at l'araiiiount's Chicago out- 
let. WISkI). A near-automatic device 
called a "Multiscopc*' transmits, a con- 
tinuous flow of ticker-tape news, 
weather, and time from 1 1 :<•() a.m. to 
2:00 p.m. (sponsored by Pliilra Cor- 
poration) and again between 5:30 to 



6:00 p.m. when it becomes a partieipa 
lion period available to local clients. 
The "'Miiltiscope'' is about as artistic 
in the way of programing as an in- 
come tax form hut it ha* brought 
\\ BKI5 close to the break-even point, 
since the machine requires only the 
■services of a projectionist to run it 
during daylight hours. W15K15 intends 
to syndicate the device (presently 
through I uited Press), and the use of 
{I'lease turn lo i>tige 57 I 



CUE$$ I'LL JUST TAKE 

WD AYS 
MIKE NOTES"! 




"id yon ever hear of a listener 
who paid dough for his favorite 
station's "house organ"? Neither 
had we! But last year 10.031 of 
us Bed River Valley families — 
in 90 counties — paid 10,031 
bucks for our subscrijtlions lo 
W DAY's monthly puper, "Mike 
A'o/es".' 

That's pretty typical of our 
fabulous North Dakota hayseeds 
in the Valley because they all 
make big dough and all lure 
ll v DAY! BIG DOUGHY Yup, an 
average Effective Buying Income 
per family of S.T599.' LOVK 
WDAY? You (>et! livery survey 
shows tliey prefer it about / lo 
I over any other station! 

Ask us or Free X' I'etcrs for 
all the fi""crs! 




FARGO, N. D. 

NBC - 970 KILOCYCLES 
5000 WATTS 



FiiEE&ltehr, 



s 



XL mg 

IN THE 

Pacific 
Northwest 

Serving 3,835,800 people 

• WASHINGTON 

KING — Seattle 
K X L E — Ellensburg 
K X L Y — Spokane 

• OREGON 

K X L - Portland 

• MONTANA 

K X L F - Butte 
KXL J -Helena 
KXLK-Great Falls 
K X L L — Missoula 
K X L Q — Bozeman 

Pacific Northwest Broadcasters 

5ol*f Managers 
Wythe Walker Tracy Moore 

olAITItN Will II N "> 
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a sales curve? 



The labor CBS puts into lifting the sales curves of its advertisers 
brings forth more than a mouse. Long the leader in delivering audiences 
at a lower cost, CBS now has the highest average Hoopers — the most 
popular programs day and night — of any network in Radio. 



The Columbia Broadcasting System 



m 




Whitehouse on the Hudson,— 
Station WHEC In Rochester 





WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 

Furthermore, Station WHEC is one of the select Hooper 
"Top Twenty"stations in the U.S! (Morn. Aft. and Eve.) 

latest Hooper before cfoiing fime. 



STATION 

F 

5.5 





STATION 


STATION 


STATION 


STATION 


STATION 




WHEC 


B 


c 


D 


E 


MORNING 


39.6 


25.5 


9.8 


4.3 


13.6 


8:00-12.00 A M. 












Monday through Fri. 












AFTERNOON 


36.6 


28.8 


9.9 


8.7 


11.2 


12:00-6.00 P.M. 












Monday through Fri. 












EVENING 


36.6 


34.8 


6.5 


6.6 


14.0 



6:00-10:00 P.M. 

Sunday through Sat. 



NOVEMBER-DECEMBER HOOPER, 1948 

Latest before c/aiing time. 



5.0 



Station 
Broadcast 
till Sunset 
Only 



BUY WHERE THEY'RE LISTENING:- 




MEMBER GANNETT 
RADIO GROUP 



N. Y. 
5,000 WATTS 



Representatives: EVERETT & Mc KINNEY, New York, Chicago, HOMER GRIFFITH CO., Lot Angeles, Son Francisco 
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SPONSOR: Alpha Beta Markets AGENCY : Plao-d direct 

< \I'M I.E C\*E HlsTORA . This chain oj 21 food mar- 
kets in 17 Southern California cities is well pleased with 
the unsolicited comments it has received jrom patrons 
who have been attracted to the stores through Alpha 
Beta's television participation on hTLA's ''Shopping at 
Home" program. Mention oj a coupon offering, which 
the chain had advertised in newsfmpers. was ma<le during 
one telecast. Food chain discovered that more than 100 
customers who responded to the offer stated their atten- 
tion had been drawn to it through the TV announcement. 
KTLA Los Angeles PROGRAM: "Shopping at Home" 



SPONSOR: RCA Victor Dealers AGENCY: Placed direct 

CAPM LE CASE HISTORY : To gauge the pulling power 
oj TV advertising in St. Louis, RCA Victor inserted a 
one-minute audio-visual announcement in one regular 
half-hour Saturday night local musical program. The 
announcement carried a free gift offer — a Li pie mechani- 
cal pencil. Result was that more than 4.000 letters were 
received asking for the pencil. IVIiat Victor considered 
even more significant than the actual quantitative res- 
ponse was the fact that about 90^, of the requests asked, 
specifically for the pencil b\ name. 

KSD-TY, St. louis PROGRAM: "Ru*s David Entertains" 



TP 

results 



IMM. in SI I ITS 



WTILWV ROTATOIKS 



SPONSORS Acrosweep Motors. Inc. AGENCY: Placed direct 
C\PSl I.E CASE IllSTOin On I December last. Aero- 
sweep, makers oj a new type oj electric antenna rotator, 
began a series oj one-minute spot announcements on the 
new Xenark f\. J.) Tl station, IVATV. OO-second film 
commercial was used nightly. Wednesday through Sun- 
day. In twound-ahalf-weeks. more than 1.250 replies 
were received, a total oj $19,937 in potential sales as the 
result oj ti $1 ,300 investment in the announcements. Aero- 
sweep considers this truly phenomenal in view oj the jact. 
that the price oj the advertised item is $39.95. 
\V \T\ . Newark. N. J. PROGRAM: One-minute announcements 



I'OLAitom m;\si;s 



SPONSOR: Milk Rone Dog RUcuit \CENCY : Placed direct 
CAPSl I.E CASE HISTOin : The manufacturers of Milk- 
Bone dog biscuits, nationally-known product, bought 20 
one-minute announcements on H AIM) recently. In each 
announcement the company offered to give away u dog 
leash to each viewer sending in 25 cents and a box top 
from a Milk Rone container. The 20 announcements 
covered n period oj jour weeks. At the end oj that lime. 
Milk Rone had received over 2.000 requests, each accom- 
panied by the box top and qiiarter-of-a-dollar . Finn is 
now completely convinced oj the selling power oj Tl . 
\\ \BI), New York PRO!, RAM: One-minute announcements 



SPONSOR: National Television Co. AGENCY: Placed direct 
C \P>( I.E CASE IIIS10R\: In join one-minute spot 
announcements for "240 seconds'', as Vic Smith, National 
Television owner, puts it) TV did an outstanding sales 
job on behalf of I'olaioid lenses in this case, ground 
fillers which fit ovei the viewing end of u TV tube to 
iclieve eye-strain and sharpen images. Company sold 200 
lenses with a total retail value of $1,200, as the result of 
the announcements or a return of $30(1 north of busi- 
ness for each minute of advertising. \o other media leas 
used in plugging these lenses. 

A\REVT\. Buffalo PROGRAM: One minute announcements 



\i»i»UAxri:s 



SPONSOR: NiumI Ypp]i;,m-e Sli.re* \GK\C\ : I'hieed direct 
f.M'sl I.E ( w: HlMOin : Sunset is one of the first 
retail appliance establishments to advertise television re- 
ceivers on n television program. On 5 December last. 
Sunset began sponsorship of Sunday afternoon hockey 
gomes played by \ew York Rovers in Madison Square 
Cnrdcn (S.Y.t. During each program, average of 30 
phone calls are received from viewers, with about 50 
people coming into the stoic each neck, buying an over- 
age $350 foi n weekly total of $17,500. as a direct result 
of the advertising. 

W\'\\. New Wk PHOt.RWI. lUrkc Came 



TOYS 



SPONSOR: Mordand Enterprises AGENCY: Placed direct 

CAPS) I.E i VsE !I1S'I0R\: \ live demonstration of the 
"Miracle Control Car", novel, streamlined toy automobile 
run by remote control, on eight one-iii unite announce- 
ments over I'aramount's Los Angeles station resulted in 
the sale of \l orcland's entire stock of over 800 units 
during December last year. Finn, which is a factor} 
distributor, icporled a gross business of $5,560 from its 
eight video announcements, sole method used in market- 
ing the toy product, which icus acquired too late to place 
through retail outlets before Christmas, 

KTLA, I.os Aiifieles PROCKWI: Onr-minutc announcements 



TV IN DAYTIME 

(Continued from pap.e t'J) 

the ''Aliiltiseope" l>y oilier TV stations 
is exjHflod to increase. Other stations 
have already heen lining the. test pat- 
terns they transmit during daylight 
hours (usually for the benefit of looal 
TV-set retailers) for a profitahle 
cause. One such is KSD-TV. St. Louis, 
which has sold its lest patterns to 
Magnavox Corporation between 3:00 
and 4:00 p.m.. Mon-Kri. It thus cuts 
down on station overhead, and in the 
ease of KSD-TV's sponsor, gives him 
a selling pitch at TV retail outlets at 
a time when the store traffic is 
heaviest. 

Throughout the country, TV sta- 
tions are becoming conscious of the 
fact that daytime programing is sonic- 
thing that is here to stay. Large mar- 
ket stations, like WCAT-TX and 
WF1LTV in Philadelphia, are selling 
programs to leading local and regional 
advertisers. ( I'icree-I'helps, appliance 
dealer, has bought the hour-long 
Hotnetnakcrs Matinee on WCAl-TV 
from 2:00 to 3:00 p.m.; Gimbcl 
Brothers signed recently for Gimhel's 
Television llreakjast Carnival on 
WF1L-TV Alon-Sal from the store's 
sales floors from 10:00 to 11:00 a.m. 




DELIVERING A 
TREMENDOUS 
3 -CITY MARKET: 

IE AUMONT - ORANGE • 
PORT ARTHUR and the 
Rich GuH Csast Area. 



Now 5000 Watts 

DAY and NIGHT — 560 Kilocycles 

KFDM 

New studios! New power/ All designed 
to give you o more terrific impact on this 
wonderful market — NOW, FIRST in the 
notion in chem/co/ production! Strong, 
too, in ogn'cu/fure, lumbering ond ship- 
building, ifeody, diversified employment 
keeps folks here in o buying mood! Reoch 
them with KFDM. the ONE ifofion de- 
livering thi'i rich 3-Ci'ty Morlret! 



Studios at Beaumont. Texas 



Affiliated with 
AMERICAN BROADCASTING CO, 
and the 
LONE STAR CHAIN 
Represented ly FREE and PETERS, INC 




These shows, which lean heavily on 
the "personality" angle, are just the 
highlights I. Cleveland's WL'W S is 
programing to afternoon women's 
audiences with an elaborate Mon-l-'ri 
4:00-5:00 p.m. show called Distaff. 
a sort of I \ women's magazine of- 
fered to advertisers on a participating 
basis. Smaller market stations, like 
Louisville's WAVL-TV. which is 
building audiences for itself with a 
Saturday afternoon children's qui?, 
show called Healthy, Wealthy* and 
Wise, arc either engaged in or plan- 
ning to start in daytime TV. 



I\o one lias all. or even most of the 
answers for T\ in the daylight hour*. 
The research is still on the skimpy 
side. 1'rograni preferences have not 
been fully explored, as the}- have in 
daytime radio. Problems of dm time 
TV station operation have to be solved 
before much daytime programing can 
begin. Hut certainly daytime TV pro- 
graming is here, and is already prov- 
ing itself to the advertisers who are 
discovering that TV's impact sells 
products during the da) time just as it 
has already proved capable of doing 
at night. . . « 




You bank bigger profits, too 



. . . when WTAR does your selling job 
in the Norfolk Metropolitan Market 

WTAR delivers more listeners than any other station covering the 
biq. eager, and able-to-buy Norfolk Metropolitan Market. 

Twice as many weekday morning listeners as its nearest competition 
... 2.8 times as many on weekday afternoons ... 3 times as many in 
the evenings. Sunday afternoon WTAR gives you 2 times as many 
listeners and 2.7 times as many during daytime Saturday. So says the 
Hooper Station Listening Index, November- December '48 for Norfolk- 
Portsmouth- Newport News, Va. 



Check that kind of listenership and the cost per 
listener against any other station on your list. Easy to 
see why WTAR gets along so well with thrifty folks. 

Let us tell you more about it. 

N. B. C. Affiliate 5.000 Watts Day and Night 

Nationally Represented by Edward Petry & Co. 
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MR. SPONSOR ASKS 

(Continued from page 41) 

offered ;i group of four pictures of tlie 
Luck) I'll]) east for 15 cents to cover 
packaging and mailing eo.-ts>. lie and 
Dori> Brown, our nii.-tri".-,- of cere- 
tnonie.-. made this oiler three minute* 
a da) for ten day*. lie received over 
2!!.UUU requests, 

1 here's no doubt that juvenile pro- 
gram.- with pidl like that can heeonie 
a useful portion of an advertiser*!. TV 
budget. 

1 lie 1 1 Kookk.s 
Lucky I'up Show 
Xt'ie York 



Definitely. 
Not only have 
they emerged al- 
ready, hut they 
have given proof 
that their selling 
impact is mam 
limes greater 
than was the ease 
in radio. 

ImA year on 
our T\ .-how we mentioned the G3E 
KCA record player briefly about five 
times in the space of three weeks. 
This was the only advertising given 
this particular machine. Within a 
month UCA shelves in Chicago were 
cleaned out. One thousand record 
players, or approximately $2.">.000 
worth of merchandise, sold hv one 
program on one station is a graphic 
demonstration of the selling power of 
a juvenile program on television. 

Kukla. Kran, ami Ollic receive hun- 
dreds of gifts each week. They arc 
ingenious "lifts that required lime and 
imagination to make. Another indica- 
tion of the hold our show has on the 
youngsters was the occasion when we 
held a drawing contest. We were 
swamped with so many drawings that 
we had to cancel the contest. 

On another occasion. Fran Allison 
was absent from the show. When 
Kukla and Ollic broke the news that 
"■'ran had been operated on for ap- 
pendicitis. 2.(100 wires, cards, and let- 
ters poured in. 

It is this personal touch this close 
rapport with fans that convinces roe 
that any good juvenile program on 
television will far surpass the selling 
power of a similar radio program. 

Ht'Illi Tll.l.sTKOM 

K ii kl<i, t'ran & Ollic 
Chicago. Illinois 



THE BMB DILEMMA 

(Continued from page 21) 

vertising — with the exception, of 
course, of station salesmen. Even in 
the latter case it"s the buyers who arc 
using the figures to weigh the rcjpee- 
ti\c merits of ?tatiou time being of- 
fered. Both the Hooper and Xielson 
serv ices are financed both In buyers 
and sellers of broadcast advertising, 
as are most other media research serv- 
ices. 

The second survey will be made next 
month (March), it will endeavor, as 
far as its possible in a second studv. 
to add information that will put BMB 
listening information in its proper 
perspective. W hile the deceptive once- 
a-week figure will, it's expected, still 
be published, it will be published onlv 
with figures giving the listening figures 
on 6-7 times a week dialing. 3-.i times 
a week dialing, and 1-2 times a week 
dialing. It was at first expected that 
an average daily audience figure would 
be reported, but that figure — involving 
projections and by-gee and by-gosh re- 
search will be dropped. 

There have been other problems 
with BMB. High among these were 
population estimates which Sales Man- 
agement issues each year. 15MB esti- 
mates have been at variance with SM"* 
in a number of cases, especially in 
areas where population shifts have 
been outstanding. The West Coast has 
been underestimated in a number of 
eases, and this shift from old improp- 
erly adjusted figures to an accepted 
non-radio source will remove still fur- 
ther negatives from BMB's operations. 

Industry observers feel there has 
been too much polities in BMB — some- 
thing that is almost unavoidable with 
three trade associations involved in 
management. These men point to 
Broadcast Music. Inc.. as the perfect 
association-sponsored operation. The 
stations bought stock in it — the elected 
officials run it. It is doing its job of 
keeping ASCAP in line, even if it 
doesn't uncover too many great tunes. 
I'be contention is that, since stations 
are paying the hills 100 r ? . why not 
run the operation as a station-con- 
trolled corporation with stock sale just 
like B.M1. An advisory tripartite group 
of working research men would be 
asked to weigh procedures and watch 
over the surveying on behalf of both 
the buyers ami the sellers of broad- 
cast advertising. This idea may be 
suggested to the SAM Convention ibis 



April — and then again it may not. The 
idea, however, is in the hands of NAB 
toj) officials. 

There is. naturally, considerable 
wonder about how the Bureau of 
Broadcast Measurement of Canada has 
been able to muddle through during 
its several years of existence. Agencv 
men. advertisers, and station owners 
work inueli more closely than do their 
south • of - the • border brothers. The 
business is smaller. They work in 
close harmonv. knowing thev have a 
common enemy, "government owner- 
ship.'' 

There are no big salaries — no thous- 
ands of stations to sell and thousands 
of advertisers and agencies to service. 
At a meeting of the Canadian Board 
of Directors of BBM it is not unusual 
to have the annual report read and 
accepted by acclamation, followed by 
a vote of confidence. Xohody is agin 
it. 

Nevertheless, on the occasion of the 
second BBM survey (the time of the 
first BMB research' study), BBM op- 
crated within its budget onlv because 
the job could be done as part of the 
bigger BMB survey. There arc 2.B70,- 
0(H) radio homes in Canada (19U5 fig- 
ures). There are 37.623.000 radio 
homes in the U.S.A. This roughly in- 
dicates how much more difficult the 
•U'-state job is from the nine-province 
survey. 

The changes in BMB procedure, 
which will, of course, be reflected in 
the BBM report for 1949 as well, are 
not necessarily the complete answer 
to the BMB dilemma. The pared-down 
operating cost of the Bureau is also 
not the complete answer. It is ques- 
tionable whether or not the suggestion 
that the tripartite non-profit corporate 
structure must be shelved. 

There is only one thing certain. A 
national snrvcv of station coverage, 
reported on a consistent base for all 
the stations in the U.S.A. and Canada, 
must he continued. It must be con- 
tinued in a manner that will neither 
hurt the small station nor puff the 
big outlet. It must tell the truth and 
all the truth, sans any fancy weight- 
ing of who listens to what outlet. 

If the BMB is killed outright, there 
will be little chance of another or- 
ganization coming into being for 
years. W'ith an expanding broadcast 
advertising horizon, of which TV is 
the newest though not the final phase, 
broadcast advertising can't afford to 
be without a common yardstick. * * * 
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SELLING A WATCH BAND 

(Continued from page 27) 

Lyon, however, departed for Sew 
York with a clear picture of the com- 
pany's problems — and the beginning 
of an idea he thought could he the 
answer. But the answer had to lie 
within the $600,000 Speidel advertis- 
ing budget. 

It was at this time that Lou Cowan, 
producer of Quiz Kids and other suc- 
cessful radio package shows, was con- 
cluding a deal with the American 
Broadcasting Co. for Sunday-night air- 
ing of his newest package, the hour- 
long Stop The Music. On a 52-week 
contract, ABC would ask just under 
$173,000 for the last quarter-hour seg- 
ment of the show. If the early ratings 
showed promise, Lyon figured the 
vehicle might be the punch needed to 
achieve fast mass recognition of the 
Speidel name. 

The program went on last March, 
and five exciting broadcasts later hit 
a sensational, for Sunday competition 
to Bergen and Allen, 10.5 (Hooper re- 
port for 18 April 19-k'i). By this time 
agencies all over the country were mak- 
ing presentations to prospects for 15- 
minute segments of the show. The 
final quarter-hour, with its slightly 
higher accumulated listening, was the 
first prize being dangled before pros- 
pects. 

ABC had offered any segment of the 
show on a first-come-first-served basis. 
It was obvious that only a quick deci- 
sion by some advertiser would secure 
the 8:45-9 plum with its cumulative 
listening. Cecil & 1'resbrey. having al- 
ready analyzed the problems and the 
advertising objectives of Speidel, of- 
fered Stop The Music as the answer. 

The new hit giveaway show seemed 
the right solution to Speidcl's problems 
for one particular reason. Men and 
women exercise equal influence in buy- 
ing jewelry, with men, however, mak- 
ing more watch purchases. Early spot 
checks of Music had indicated the 
current balance (for Speidel) of listen- 
ers, with Hooper audience composi- 
tion figures for the program standing 
now at 5.56 men. 4.24 women, and 1.9 
children. 

The Hooper last spring was already 
higher than the network ratings of 
four other sponsors advertising jew- 
elry products ( Elgin-American, Ron- 
son, Shaeffer. llelbros). The two re- 
maining network advertisers of jew- 
elry products. Kversharp and Interna- 
tional Silver, had higher ratings. But 




TRIPLE- TREAT MAN! 

On us, three arms look good! Especially when we're bring- 
ing you the good word about three great new KQV shows: 
(l) Ace news reporter Bill Burns at 11:45 A.M., (2) The 
sparkling new audience show, "Sing For Your Supper" at 
1 P.M. and (3) The popular Deems Taylor Concert at 10:30 
P.M. Any one of these daily shows will do a far-better-than- 
ordinary job of covering the rich Pittsburgh industrial 
market for you. Better write or call for details right now! 



KQV 



PITTSBURGH'S AGGRESSIVE 
RADIO STATION 

Basic Mutual Network ■ Natl. Heps. WEED & CO. 



WMT paddles its own 



Canoe 



(IOWA) 




. . . and a spanking - good time 
is had by all, advertisers as well 
as listeners. Canoe's population 
wouldn't crowd a fair-size yawl — 
but if you're fishing for markets 
there's a whole fleet of prosperous 
Canoes in WMTland. 1,121,782 
people live within the WMT 2.5 
niv line. 

For smooth sailing in the important 
Eastern Iowa farni-and-industry 
market, navigate with WMT, the 
exclusive CBS outlet in the area. 
The Katz agency man will welcome 
you aboard with full details. 




WMT 

CEDAR RAPIDS 

5000 Watts 600 K.C. Day & Night 
BASIC COLUMBIA NETWORK 
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The GR£rfr£ST" NORMAL' 
We've Ever Had! 




WIOD led the 

field in coverage of 
the fabulous war time 
market. ..and, now it 
holds its leadership 
by literally saturating 
this, the greatest of 
"normal" markets! 



National R(pt(i»ntolnet 
GEORGE P. HOUINGBERY CO. 
Southeast Representative 
HARRY E. CUMMINGS 
JAMES M. LeGATE, General Manager 



5,000 WATTS • 610 KC • NBC 



All WIOD AM programs are duplicated on 
WIOD F M without extra cost to advertisers 




MARKET 




Paul W. Mareruy, Vi<c-Pres. — Gen.Mgr ■ Walter Johnson, Assl Gen. Mgr. — Sales Mgr. 
WTIC's 30,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 



on the basis of cost as related to rat- 
ing, Slop The Music, with a lower 
price tag than the shows of am of 
the other six sponsors, looked like a 
real Inn. The company urged quick 
action to obtain the last quarter-hour. 
They got quick action. 

But when the agency went to ABC 
to lay it on the line — someone had 
slipped. The network sales department 
had said ''no options". But Cecil & 
I'reshrev were informed that a firm 
option had. somehow, been granted 
another prospect. 

Red-faced. Lvon went hack to Spci- 
dt'l and tried to explain. Despite the 
disappointment, realistic Speidel of- 
ficials were reach to consider the pos- 
sibility of one of the remaining quar- 
ter-hours. The outlook was still good. 

Out of 105 sponsored network 
evening shows, for example, onlv 1 1 
'■<isl less than the SdOO.OOO maximum 
Speidrl wanted to spend: and of those 
II. onl) two had ratings higher than 
the second segment of Slop I lie Music. 

The ciitnpan} for the second time 
made a quirk decision. I!y 25 May. 
less than three weeks after they had 
looked at data on the <!:3()-il:15 seg- 
ment. Speidel commercials were on 
the air. This proved to be the first 
time in the histon of llooperated 
shows that an advertiser succeeded in 
landing a show among the first ten 
with his fust radio dollar. 

The commercials stuck consistently 
to two simple ideas. One, that the 
bands make beautiful, luxurious gifts. 
at a modest cost — and. of course, con- 
stant association of the name Spcidcl 
with the product. Commercials also 
mention the gift boxes in which each 
individual bracelet comes. This is an- 
other of the romuam's innovations in 
promoting the product as a gift item. 

\lmost immediately the impact of 
the program began to make itself felt. 
Business ordiiiarih peaks twice a year 

about six weeks in the Fall I pre- 
Cliristnias I and about, two weeks in 
the Spring. Buying is on a liand-to- 
moiilh basis the remainder of the time. 
This has one advantage, however: it 
permits a very accurate appraisal of 
advertising impact. Badio was selling 
watch hands, more bands than ever 
before. Agencv and company officials 
were jubilant. 

The show started promoting indi- 
vidual models, such as the Fiesta, as 
well as the name Speidcl in connec- 
tion with all models. Spot checks on 
a Moiidav morning after a previous 
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night's broadcast always revealed im- 
mediate calls for the model featured. 

Jewelers began to report increased 
traffic as people rapidly took to the 
idea of watch hands as something 
beautiful and desirable in themselves, 
instead of merely a string to elasp a 
watch to the wrist. The hoped-for re- 
sult of jewelers pushing the company** 
products was achieved. 

Another thing jewelers like about 
the increased traflic is that it is com- 
posed largely of men and women who 
seldom entered a jewelry ston before 
except to buy a watch or visit the re- 
pair department. This, of course, 
tends to break down resistance to visit- 
ing jewelry store* for numerous med- 
ium and relatively* low-cost items more 
commonly bought by most people in 
drug or department stores. 

Window displays tieing in with Slop 
1 he Music are furnished free with cer- 
tain minimum orders of Speidel goods. 

With a little more than seven months 
of network broadcasting in 19 Vo the 
company increased its business 25'^ 
over 19 17. This increase the firm 
credits almost entirely to its radio pro- 
grain. Instead of the $600,000 orig- 
inally earmarked for the 194J! cam- 




Texas Rangers 
Ridin' High! 

The Texas Rangers transcriptions 
of western songs have what it 
takes! They build audiences . . . 
they build sales. The price is right 
— scaled to the si:e of the market 
and station, big or little. Standard 
or FM. And The Texas Rangers 
transcriptions have quality, plus 
a programming versatility that 
no others have. 

Wire, write or phone for 
complete details. 




An ARTHUR B. CHURCH PRODUCTION J 

Kansas City 6, Mo. 



paign. Speidel finally spent in the 
neighborhood of $778,000. This in- 
cluded something under $300,000 for 
a double-page spread and five full 
pages in Life, three full pages in 
Ladies' Home Journal, trade papers, 
and direct mail. The main point of 
pressure is on consumers. 

The company plans to spend at least 
as much on advertising for 1919. Of- 
ficials naturally regard Slop The 
Music as the 1919 advertising main- 
stay. Just how the remainder of the 
budget will be spent, and whether it 
may be revised upward, depends on 



what the company decides to do about 
television. They are as yet undecided 
whether to experiment now when low 
rates and choice time can be obtained, 
or wait six months to a year when 
larger audiences are available. 

There's nothing indecisive, however 
about the way Speidel is capitalizing 
on its conversion of a utility product 
into a gift item by the use of network 
radio and smart merchandising. How 
many advertisers land in radios ex- 
clusive top ten with their first radio 
dollar? And then increase their sales 
2o r < . All in one veav. « « « 
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BROADCAST MUSIC,INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
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Is BMB Worth Saving? 

The problem is clear out. Shall the 
Broadcast Measurement Bureau he 
amputated fniin the body broadcast. 
<ir shall it he improved and continued? 
BMB is the second tripartite effort in 
the research field to sutler from com- 
niittce-itis and personalities, ll is the 
second research organization to have 
the hest fact and figure brains at its 
disposal which has delivered facts and 
figures which do not tell the iruth 
about listening. The first was the Co- 
operative Analysis of Broadcasting 
I CAB I. which died under the con- 
sistent attacks of C. K. Hooper, because 
its facts anil figures wouldn't stand up 
under analysis, and because it cost too 
much to operate. 

BMB is essential to advertisers if 



thev are to he enabled to use broad- 
easting intelligently and profitably. No 
other organization even pretends to 
report listening for all of the l\ S. on 
a station-by-station basis. This is no 
reflection on A. C. Nielsen or C. E. 
Hooper. The former, with few excep- 
tions, reports on national listening, 
not individual areas. Hooper covers 
1(11) city areas, but docs not cover non- 
telephone homes nor non-metropolitan 
bonies. The II. S. llooperatings are 
network reports not individual city 
area indexing. They do cover, in a 
manner, which many researchers still 
refuse to accept, telephone and 11011- 
telcphone homes as well as rural areas. 

sponsor calls upon all who live by 
broadcast advertising to support BMB 
not only by subscription, but by work- 
ing within the organization to keep it 
research-correct. There is a tendency 
to follow the lead of some industry 
factors and to try to control it by 
refusing to subscribe. These men 
think this is the wav to correct B.MB 
mis-figuring. No research organiza- 
tion can be kept alive by undernourish- 
ment. SPOXSolt asks all who believe in 
honest research to subscribe and to 
fight like hell to keep BMB facts and 
figures the best that money and re- 
search brains can buy. 

If BMB is permitted to die it will 
take years to replace it. It's needed 
now during broadcast advertising's 
transition period. It need not be called 
BMB nor need it be a tripartite effort. 
What's needed is a nation-wide indus- 
Irv owned organization rendering re- 



ports on station coverage. 

Agencies and sponsors also have a 
stake in good broadcast research, ami 
it's time for them also to start talking 
in terms of the buyer as well as tin- 
seller |>aying part of the research bill. 

TV Needs Spot News 

Broadcasting, through TV. is losing 
one of its valuable assets — the public 
acceptance of it as a major news medi- 
um. TV is doing a consistent job of 
chasing viewers to newspapers for their 
news. TV set owners seem to forget 
that radio is still covering the news 
effectively. All recent surveys indicate 
that thus far television hasn't done a 
good job of covering news visually. 
This isn t surprising because the mo- 
tion picture indnstrv never attempted 
to he a spot-news medium, and most 
newsmen in the visual air medium 
have come from the iiewsreel industry. 

It s not easy and it's expensive to 
be on top of the news pietorially. either 
via remote pick-up or film. The news- 
front is global. The tup news of the day 
may originate in China. Alaska, or the 
Argentine. With radio it is possible 
to give on-the-spot reports of earth- 
shaking event*. Radio is able to call 
on all the facilities of the great news- 
gathering organizations, plus its own 
staff men. As vet there is no way 
pietorially to blanket the world. Never- 
theless the way must be found. Tele- 
vision newsmen must not forget the 
lesson that radio has learned. Yestcr- 
dav's news is dead news. 



Applause 



To a Contemporary 

When a research organization with 
many sources open to it turns lo a 
trade paper for its population figure-, 
that rales applause for the trade publi- 
cation and for the entire trade publish- 
ing field. After months of squabbles 
about its population figures, which 
men like Kd Crane} of Pacific North- 
west Broadcasters attacked on inanv 
grounds, the Broadcast Measurement 
Bureau has announced that it will use 
the population estimates of Sales Man- 
ngemeni as the base for projecting the 
radio homes of the 1'. S. and individual 
station coverage. Stilus Management 
ha- -pent a number of vears develop* 
ing source.- for population repoits. Its 



market reports, both as to population 
and buying power, have seldom been 
questioned despite the fact that it has 
been increasingly difficult lo do a cen- 
sus study during the years when popu- 
lation shifts have been as pronounced 
as thev have been (hiring the past ten 
years. Salt's Management has taken 
as its specific province ike reporting of 
the market facts of America. There, 
have been times when its estimates 
have been far more accurate than the 
Census Bureau itself, although Sales 
Management has seldom done any 
crowing about the matter. 

sponsor pays this tribute to a con- 
temporary because it believes in the 
job which a trade publication must do 
for the field it represents. Since sales 



quotas and objectives ean never be 
set without real market facts, it's logi- 
cal that Sales Management set its sights 
on giv ing its readers those figures. 

Without facts, without figures, no 
business or medium of advertising can 
profit, SPONSOR ha- set itself the 
objective of reporting the facts of 
broadcast advertising. It has run 
across the fact that population figure- 
used in the indu.-lrv have not always 
been -ati-factoi \ , It'- happv that the 
industry, in the person of its research 
organization, has turned to an un- 
questioned source. Sales Management 
for its information. 

It's a tribute to research — and Sales 
Management. Its also a tribute to 
good trade journalism. 
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WATTS, IS 



FOR RESULTS... 



JlUti(|<lH4 fl(UtoJUt wWtAiM 



Call or write 
your nearest 

PETRY office 



WJR 



CBS 



50,000 
WATTS 



THE GOODWILL STATION, INC. fisher bldg. DETROIT 



G. A. RICHARDS 

Chairman of the Board 



FRANK E. MULLEN 

President 



HARRY WISMER 

A»it lo 'h ft vid nl 



IT'S RESULTS 
THAT COUNT! 



Put a radio program to a vote, and you'd probably get as many 
expert opinions as there are experts. But your final authority on 
programs are the sponsors who measure them in terms of 
RESULTS! Since IT'S RESULTS THAT COUNT, you can't blame 
WJW for being a bit chesty, because letters like the ones below 
are coming in regularly! 



THE CLEVELAND C0CA-C01A BOTTLING 




BASIC 

ABC Network 



CLEVELAND 



850 KC 

5000 Waffs 



REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 



